









Twenty Years of 
Distinctive Leadership— 


RECORD of uninterrupted leadership and distinctive achievement in its service 
to the exalted profession of display art is the proud accomplishment of The 
Bodine-Spanjer Company during twenty years of business activity. 






The opening of a new era of display advancement finds this organization prepared 
to carry on, with even greater distinction, that service which for a score of years deter- 
mined our position as the undisputed leader in the great industry of background build- 
ing and decorative creation, and as a living and potent instrument building and directing 
its energy in the interest of display development and expansion. 









The name Bodine-Spanjer has become a synonym—standing for perfection in win- 
dow backgrounds and display settings and a quality of service unmatched in this industry. 
The most discerning judges of display properties and decorations demand Bodine-Spanjer 
products—an eloquent testimonial to the creative and production facilities of this 
organization. 








The Bodine-Spanjer Co. 


World’s Leading Designers and Manufacturers of Window Back- 
grounds, Display Settings and Complete Store and Window Decorations 


1160 Chatham Court - - - - - Chicago | 
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Scoopettes come in stand- 
ard packages including 
everything necessary to 
install them in the show 


spactetusts | case. Here is an outfit 

















for an 8-foot case. 


TRADE MARK 


Show Cases are Just Small Show Windows! 


That’s all! Small show windows on the inside of the store. And 
they need lighting just as badly! 


The displayman who neglects good lighting for his window displays 
these days doesn’t get very far. Do you suppose that a show case 
which stands in some dark, obscure corner of a store is any more 
of a paying proposition: than a dark and dreary show window? 
Business men today like to make every nickel count. When they are shown 
that by lighting up their show cases efficiently they make real salesmen out 
of these show cases in place of plain stock bins, they are ready to learn the 
facts about Scoopette Lighting. 


Scoopette Lighting is economical and efficient. For standard size cases, Scoop- 
ettes come in standard packages all ready for the electrician to install... They 
cost but a few cents a week to operate and will pass electrical inspection 
everywhere. 


Return the coupon and learn how the display 
value of a show case can be doubled! 


Curtis Lighting, Inc. 


CY Grouping of 
NATIONAL XRAY REFLECTOR CO. XRAY REFLECTOR CO. or NEW YORK we. 
LUMINAIRE STUDIOS inc. 
31W.467St. 1136 West Jackson Boulevard Pacific Finance Bldg. 
New York Chic ago Los Angeles 





















Several years ago Augustus D. 


Curtis fostered an idea—-the idea ° 


of X-RAY REFLECTORS. 


Through his energy and resource- 
fulness this man today heads an 
institution devoted to the ideal 
of bettering illumination. 


This institution, now known as 
Curtis Lighting, Inc., is a group- 
ing of National X-Ray Reflector 
Co., X-Ray Reflector Co. of 
New York, Inc., and Luminaire 
Studios, Inc. 


You will be interested in a new 
book recently issued, “Store 
Lighting with X-Ray Reflectors.” 
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? LIGHTING 


Inc., 


ai Pg 1136 West Jackson 
tg Blvd., Chicago. 
Ag Gentlemen: Tell me 


more about Scoopette 
Lighting in Show Cases. 


or D Also send your book “Store 
oo Lighting with X-Ray Reflectors.” 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 
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First Prize 
in 1923 Window Contest 


WORLD 





HARRY A. HURNI 
Hersfield Brothers 
Kalamazoo, Mich. 


$2000.00 in CASH PRIZES 


For Business Building Window Displays 


HICKOK will pay you $500.00 if you will produce the best window 
featuring Hickok Belts, Buckles and Beltograms. One that will make 
a profitable volume of sales for your house in Hickok Products. 


The terms of the contest state that 
the windows be placed to tie in 
with our big National Advertising 
in the Saturday Evening Post. The 
first ad appears June 14th, 2 page 
in color. Place the window between 
June 12th and June 26th. Then in 
July, between the 10th to 24th when 
our Saturday Evening Post, July 
12th, double page spread will be 
working for you. 


HIGROK 


Rochester, N. Y. 
CHICAGO NEW YORK TORONTO 


There is a complete group of prizes 
for each period as follows: 














First Prize $500 

Second Prize 200 

Third Prize 100 

10 Fourth Prizes 20 each 
HICKOR 


Rochester, N. Y. 


Please send me full data about Window 
Display Contest as advertised in The 
Display World. 














Enter a window in each period and win two prizes. 


BELTS BUCKLES BELTOGRAMS 
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a the Onward March of Display 


unbelievable 
More 


registers almost 
strides forward in the realm of display. 

Hep progress has been recorded in the first quarter 
of the year 1924 than in the entire year of 1923. While 
the agitation and discussion for a national association 
that would clear up all the problems incidental to win- 
ky display as an advertising medium, started last year, 

1e culmination of dreams of long ago came in the first 
ae of the present year with the organization of 
The Window Display Advertising Association. 





The personnel of the new association is all that 
could be desired by the display field in general. The 
men who will direct the affairs and destinies of the 
new association are all capable of handling the task 
laid down for them. The association, apparently, has 
had the proper kind of a start. The Standards of 
Practice adopted, and the stringent constitution and 
by-laws, if sincerely lived up to, will do a great deal 
for window display. And there is every evidence of 
sincerity about this new association—every indication 
that its officers mean to do what they have started out 
to do—establish the medium of window display as an 
integral part of any adyertising campaign. 

It is interesting to the publishers of The DISPLAY 
WORLD to note the progress being made in the field 
oi display—interesting, because when this publication 
was launched nearly two years ago it was announced 
in the very first issue that the future of display seemed 
unlimited, but there was necessity for an awakening 


<—10<——00<—— 100 


to the possibilities in the field. The DISPLAY 
WORLD offered to blaze the trail through the wilder- 
ness that seemed to exist, and as a result display has 
now attained a stride that calls to every branch of the 
important field to get in line before the great procession 
turns the corner and starts onward, leaving the strag- 
glers lost, and behind. 


The Window Display Advertising Association has 
much to accomplish. It has entered the field at a most 
opportune time, when window display is attaining the 
pace that will keep the onward march ever progressing, 
never turning back. There is no question but that 
national advertising has a direct mission to perform 
in window display, with the tremendous backing of 
millions of dollars’ worth of magazine, newspaper, out- 
door, direct-by-mail, and other forms of advertising, 
each month. The DISPLAY WORLD can only see 
success ahead—can only continue to predict progress 
and the achievement of dreams of a period that seems 
long ago, yet is but a short space of time. 


And The DISPLAY WORLD will continue to 
lead the onward march of Display, acting as its guide, 
its adviser, and disseminator of all the information and 
good tidings it may be able to gather together for the 
benefit of the happy family of readers who constitute 
the great army, the great legion of display supporters, 
ever lending a helpful, constructive hand to all associa- 
tions that will aid in standardizing, building up, and 
creating window display ideas and construction. 
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Duncan Phyfe in 
Period Design Display Fixtures 


Practical and useful Display Fixtures for 
every window purpose are to be found in 
our Period Fixture Designs. Each Design 
is correct and well made in every detail, so 
that they give the best value obtainable for 
window work—year in and year out. 


6é hd 99 
Excellence proven by comparison. 


Form models always correct for the latest 
styles. Costume—Waist—Blouse—Collar- 
ette Forms, Etc. 


Ask for full information. A 
copy of the “Merchants’ Guide” 
will be sent at ‘your request. 


Hugh Lyons & Company 
Lansing, Michigan 


SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd, 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 








Misses’ Costume Forms 
The illustration shows our 
small size misses’ costume 
form. The following sizes 
are available: Misses’ and 
children’s sizes—8, 10, 12 and 

14 years. 
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Gorgeous Store Display for Spring 


Interior of Indianapolis establishment transformed into artistic 
Chinese garden with wax models in aisle settings 


By PAUL J. MORGAN 


Manager, Advertising Promotion Dept., The Indianapolis Star 





| .Y, | ional 13-14 in Indianapolis! Flurries of 
| Ne | snow hit the passerby; the windows of L. 
(6X S. Ayres’ store show spring wearing ap- 


ae 


Sm 





ay) 


parel, but the shopper cannot stand long outside, 
for the cold wind sweeps onward. 


The door swings, and the store of L. S. Ayers 
& Company becomes a gorgeous Chinese garden. 
Over the side aisle bamboo lattice work forms in- 
numerable fairy arbors under which customers shop 
in an atmosphere of fragrant loveliness. The 
branches are glossy black, flecked with gold, like 
tortoise shell. Over this frame work, pink buds 
cluster. Seven huge, green urns, their moss-covered 
surface softened by flowing sprays, shading coun- 
ters and form a vista of springtime. 

The center aisle is divided by a screen of palms 
and ferns into five display groupings. Nearest the 
front entrance Miss Summertime, a manikin, 
dressed in rose petal pink chiffon and drooping hat 
of the same hue, is seated in a Parisian chair. Her 
dainty feet rest on a rug of golden brown. Behind 





her, a quaintly designed mirror enshrines a replica 
of her loveliness against a lattice work of black 
lacquer, decorated in flame colored symbols. 
Through the fretwork of the screen the apple blos- 
soms entwine. Over her head, a cockatoo drouses. 


A banking ,of greenery shuts off this tableau 
from another scene in which a model dressed in sea 
green chiffon with silver trimming occupies another 
chair. Over her shoulders falls a mink cape, for the 
coolness of evening, although her drooping hat sug- 
gests midsummer’s langour. Behind her stands a 
Gothic chair, upholstered in blue green tapestry. 
A harmonizing rug adds the last woodland’ note. 
Similar lacquer screens form a background for two 
other groupings of spring fashions. 

Beyond the second tableau, two manikins in evening 
gowns may be seen. A peachblow chiffon is suggestive 
of surprise with its varicolored ribbon applique trim- 
ming, while a filmy gray net frock embodies the spirit 
of the sea. Beneath their satin tread glows a Chinese 
rug of mulberry, old blue and lemon color, merging 








Center Aisle L. S. Ayres & Co. Store During Gorgeous Spring Opening Display 
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Showing Use of Wax Models Throughout Interior L. S. Ayres & Company Store 


into a flower pattern. In the background a Louis con- 
sole with tapering gilded legs, supports a graceful vase. 
A cherry blossom screen forms another barrier, and the 
bystander finds himself in a little oasis at the heart of 
the center aisle, where the stairway leads downward. 
Here a fountain, overgrown with pink bridle wreath, 
brings remembrance of past coolness, for the grass 
plot gleams verdantly. 

My lady’s boudoir is the next glimpse into the 
“Land of Heart’s Desire.” A Chinese rug in pastel 
blue and ashes of roses covers the dais. A taupe up- 
holstered chaise-longue with piquant taffeta cushions 
and dainty trifles invites milady to relax. Two filmy 
negligees of dawn hue chiffon and crepe de chine shim- 
mer nearby. Against the dusk of the chair, a rose petal 
box, its heart, a vial of exquisite perfume, echoes the 
apple blossoms in the lattice background. Against this 
setting a gate leg table stands. A large Chinese jar 
reflects the blossom note and glimmers in the shell pink 
of a rabe-de-nuit which trails near the table’s edge. A 
taffeta cushion, on the floor, awaits milady’s request 
for footwear. 

Each side aisle of the main floor is a bower of clus- 
tering petals entwined in the branches. From bamboo 
shelters the birds sing of Maytime and sleepy cockatoos 
might flutter flame and azure wings, so realistic are 
they. The arbor effect serves to bring the bystander 
into a woodland. atmosphere. The March winds are 
forgotten. No woman’s mind could fail to turn to love 
of Spring clothes in such an atmosphere. 


The fundamental image of the display was a reflec- 
tion of all the glowing shades of Spring in overhead 
decorations, background and models. No less expres- 
sive were the little details, the detours of the casual 
shopper, .where she first admires, then pauses to view 
more closely the clever display, and finally purchases. 
For instance, on the hosiery counter an electrolier 
glowed. A closer examination showed that the light 
was covered with hose of the new sunset shade. The 
unexpected light attracted the eye, a question was asked 
and the sale was made. 


Most picturesque is the Mah Johng bower where 
favors, score cards and curios are displayed. Perhaps 
the most enticing was a jolly Chinese basket bearing 
this inscription— 


“Chinaman use basket for clothes, 
*Melican use ’um for sweets. 
You likee Mah Jongg game, 
You likee these for treats.” 


You could fairly see the old Chinese merchant offering 
his wares. 


The Oriental touches were fillips to the purchaser’s 
imagination, but the atmosphere of Spring conveyed 
by the overhead decorations was the notable achieve- 
ment in interior decoration. Beauty and quality were 


enshrined. This remarkable Spring opening display 
and the beautiful decorative features are the handi- 


work of the finished display manager, J. R. Patton, 
who adds:another notable achievement to his list. 
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Streets Breathe Spirit of Display 


Decorations for Spring festival in western city in keeping 
with the artistic windows and interiors of stores 


By J. H. HILTON 
Display Manager, Goldman-Cobacker Co., Des Moines, Iowa 


ROMPTLY at 8 p. m., Monday, March 10th, the siren of 
P the Des Moines Gas Company gave a prolonged blast 
as a signal for the formal opening of the Des Moines 
style show. Simultaneously there was a glare of flaming 
Chinese torches up and down Walnut and Locust Streets 
and display windows up and down these thorofares were 
unveiled. 

The note of the spring festival was carried out in the 
use of an abundance of southern smilax and roses on the 
electroliers and archways which outlined the style zone. 
Electric arches at Fourth and Locust Streets, Third and 
Walnut Streets, Tenth and Locust Streets and Tenth and 
Walnut Streets heightened the colorful effect of a spring 
garden. Window displays justified the public attending this 
year’s exhibition. Each window was distinctively orig- 
inal in design. 

The police department announced that no automobiles 
were allowed to park within the style show area. Mounted 
police and traffic officers kept the streets cleared. The 
program of Monday night was repeated Tuesday night. 

I am submitting some of the wonderful displays which 
were leaders in this event. I have seen many beautiful 
displays in my travels but none more beautiful than those 
of Des Moines. I will start in with Younker Bros., where 
the shopping district begins. Here was a beautiful line of 
spring displays. Marvelous settings of French door de- 
signs in pink, lavender and the floor was of two-tone grey. 
Designed by C. J. Benedict, display manager, who was 
chairman of the Window Display committee. 

Just across the street we have Harris-Emery & Co., 
who came through with some wonderful backgrounds, de- 
signed by the well-known artist, Jack Cameron, who is to 
be complimented for this beautiful exhibit. The large 


corner window seemed to hypnotize the public with its 
beautiful coloring which was a light green and a buff 
color floor. Beautiful evening gowns were on display. The 
feature of these windows were in every setting in the center 





Two Spring le Displays at Des Moines—Left, by J. H. Hilton for Goldman-Cobacker Co., 
Cameron for Harris-Emery Co. 


ae» 


a large glass tank of gold fish swimming around. The 
crowds seemed to remain gazing at these display windows 
until the wee hours of the morning. 

Further down Walnut, I came to the Utica, where W. A. 
Westrope displays his talent with a beautiful set of dis- 
play windows. The feature of the Utica was the neat 
unit displays consisting of women’s evening gowns, mens’ 
ready-to-wear, children’s wear, footwear, etc. The large 
window on Walnut Street was in all its glory with the 
store’s finest gowns for spring wear. 

Next, I came to one of Des Moines’ largest clothing 
stores, Frankels. Everything was spick and span here 
where unit trims were neatly executed by George Bailey, 
display manager. One display consisted of warm weather 
apparel, showing double breasted blue coats, flannel 
trousers and straw hats, with a palm scene for back- 
ground. The show cards were neatly lettered and the copy 
was all in uniformity with each unit. 


The display windows at Mandelbaum’s were at their 
best. The backgrounds enhanced the beauty of the gar- 
ments on display. The large island window was the fea- 
ture of the evening, where a marble effect floor and back- 
ground were used. The treatment of this island window 
was excellent and the groupings of the merchandise was 
at par. 

At Goldman-Cobacker Co., the Hart, Schaffner & Marx 
store of Des Moines was a wild throng of people pushing 
and shoving trying to get a peep at the live models on dis- 
play. Five models were doing their stuff, displaying the 
new spring styles of clothes for men and women. On the 
inside of the store, a jazz orchestra was whipping up a 
tuneful melody for the benefit of the crowd outside. Neat 
unit displays consisting of men’s wear, hats, furnishings, 
and women’s tailored coats. The feature of the evening 
was a horse decorated up with beautiful harness and a 
Hart, Schaffner & Marx bugler in a clever makeup. 





- Right, by Jack 
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Store Lighting Exhibit Huge Success 


Chicago demonstration eclipses all other recent efforts in this 
direction and results are interesting to study 


By KARL ANTON PIEZ 
Sales Engineer, Curtis Lighting, Inc., Chicago, Ill. 





= 








<3) HE practical store lighting exhibit held in Chi- 
is EY cago during March has clearly demonstrated 
[-a@_} to the merchants of that city how valuable 
light is to them as a selling agent. This demonstration 
was held under the auspices of the Chicago Section, 
Illuminating Engineering Society, and the Electric 
Club of Chicago. The purpose was to show the mer- 
-chant the newest developments in the field of illumina- 
tion and to bring to his attention the advantages of 
artificial light from a merchandising standpoint. 

The demonstration was open for a period of three 
weeks. One of the rooms of the exhibit was laid out 
as a model store. Its windows contained footlights, 
window reflectors and spotlights. The ceiling units in 
the store proper were changed every three days, and 
thus were demonstrated units of five different classes 
which are applicable to store lighting. 

One of the most modern and unusual effects of the 
demonstration was that which came from lighting the 
store from concealed sources. This was accomplished 
by means of reflectors placed on top of the wall cases. 
An amber color lens was used with these units, and 
the result was a warm, soft light diffused throughout 
the whole interior. Two methods of using this system 


of illumination were demonstrated to the visitors. The 
first showed this type of illumination alone. Its effect 
was to increase the apparent size and ceiling height of 
the store and to give a very comfortable, restful feeling 
to those entering it. This system of lighting was also 
used in connection with the ceiling units. In this case 
the bulk of the light was delivered by the ceiling units, 
but this was “warmed up” by the amber light, which 
also evened up the distribution of light upon the ceiling 
and work plane. The third demonstration showed the 
illumination resulting from the use of the ceiling units 
alone, and it was most surprising to see the difference 
between the lighting of the average store and the pos- 
sibilities existing in this field. 

All show and wall cases were illuminated, some with 
“daylight” Mazda lamps and some with the ordinary 
tubular bulb. By this means material in the cases was 
brought to the attention of those in the store, and in 
the places where “daylight” lamps were used the true 
colors were shown to excellent advantage. 

Luminous signs marked the separate departments 
and several unusual effects were produced by other 
means. These included a false window illuminated 
from behind the glass so as to produce the effect of a 








Interior of Chicago Store Lighting Exhibit, Showing Departments Specified 
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Lecture Room, Showing Demonstration Window, Chicago Store Lighting Exhibit 


real landscape view. Several palms were placed in the 
store, and these were spotlighted with green color so 
that their effect was greatly enhanced. 

Lectures descriptive of proper lighting were given 
three times daily in an adjoining room, the front por- 
tion of which was arranged as a reception room attract- 
ively furnished. An additional display window was 
at the entrance and an attendant was continously on 
duty here, as well as in the model store. At the rear 
of the lecture room was another show window, ar- 
ranged for demonstration purposes. The general illu- 
mination here was given by special units designed by 
the National Lamp Works. By means of these six or 
seven different lighting effects can be produced, and 
they were of invaluable assistance during the lectures. 


In addition to the locations described above, there 
were also two other windows, each showing a distinct 
type of trim and illumination. In all, over twenty 
manufacturers united in showing the best of their prod- 
ucts, and it was their cooperation which made the suc- 
cess of this exhibit assured from the beginning. That 
success may best be measured by seeing how nearly its 
purpose has been achieved. This is testified to by the 
fact that various organizations, among them the Retail 
Hardware Dealers’’ Association and the Chicago Dis- 
playmen’s Association each attended the lecture in a 
body. 

One bookseller who attended a lecture told of a 
recent experience of his own. At the beginning of the 
show he had put in a window featuring a certain book 
and had used colored light in a very forceful way in 
connection with this display. At the same time he ran 
an advertisement in a newspaper at a cost of fifty dol- 


lars. Inasmuch as he had been invited to attend this 
demonstration and was especially interested at that 
time in knowing the drawing power of his window, he 
had his clerks ask each purchaser whether or not they 
had seen the newspaper advertisement. Two hundred 
and fifty books were sold ; three customers had seen the 
newspaper ad. His window was lighted during the day 
as well as at night. This cost approximately three 
cents an hour. The lighting units cost him slightly 
over thirty-five dollars, and are good now for over 
ten years’ further service. They were more than fully 
paid for, however, by the results which they brought to 
him during their first two weeks’ use. This is the best 
kind of testimony regarding the effectiveness of light. 

One of the outstanding incidents of the demonstra- 
tion was the number of passers-by who, regardless of 
signs at the entrance, came into the model store during 
the first week (when haberdashery was displayed im 
the window) and inquired the price of a shirt or a 
necktie shown. During another week, automobile ac- 
cessories were on display. 

The demonstration was free to all merchants inter- 
ested and was financed by the electrical interests of the 
city. Committees were organized to carry on the work 
of preparation, which extended over a period of some 
weeks, and Mr. Kenneth A. McIntyre, of the Society 
for Electrical Development, was brought to Chicago 
for the express purpose of giving his advice and aid. 
Members of the committees were representative of 
manufacturers _of lighting equipment, the central sta- 
tion, the jobber, the dealer, the displayman, and the 
electrical press. Nothing was for sale, nor could be 
bought, and the purely educational side was presented. 
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Higher Standards, Waste Decrease, 


Wider Utilization, Association Aims 


Enthusiastic meeting at Cleveland results in formation of national organization 
dedicated to raise standard of display, reduce tremendous waste 
and affiliate with Associated Advertising Clubs 






"MA/ITH a definite program of cooperation estab- 
a g [ lished, and the adoption of a stringent set of 
e249) standards of practice, The Window Display 
Advertising Association was organized at the Hotel 
Cleveland, Cleveland, Ohio, March 17th and 18th, in 
one of the most enthusiastic meetings ever held in the 
country, on the subject of window display in all its 
phases. 





The desire of national advertisers to cooperate to 
the extent of eliminating much of the waste of window 
display material, which has mounted to millions of dol- 
lars each year, and the desire to give the dealer or 
retail merchant what he most desires in the way of 
such material, led to the formation of the new associa- 
tion. It is primarily an organization to advance the 
medium of window display advertising. It represents 
the medium, and as such does not interfere, in any way, 
with the work or aims of any other organization on the 
subject of display in existence today. 


The organization of the new association was de- 
cidedly formal, and this presages much success for the 
future. The discussions were frank, and unlimited. 
There was no evidence of politics or jealous rivalry for 
business; in fact these features were conspicuous by 
their absence, and the by-laws adopted by the new 
organization plainly show there is no desire for their 
entry into the association; in fact, every precaution has 
been taken to keep them out. Before the actual work of 
proceeding to organization, and adopting a constitution 
and set of by-laws was taken up, the gathering spent 
almost an entire day in discussion on the need of such an 
organization. It was the desire, apparently, that everyone 
attending first be satisfied that there was an existing place 
for the proposed association. This decided by the free dis- 
cussion, the convention settled down to business. 

From communications read at the meeting and the ex- 
pressions given personally by those in attendance, more 
than 150 firms were represented at the meeting, either in 
person or by proxy. More than sixty persons actually at- 
tended the sessions and participated in the discussions. 
Some of the foremost advertising executives and display 
specialists in the country were present. The enthusiasm 
expressed from the very beginning and the active part 
these prominent advertising men took in the formation of 


the association gave immediate evidence of the importance 


of the meeting. 


Arthur Freeman, president of the Einson-Freeman Com- 
pany, New York City, who was instrumental in sending 
out the first letter on the proposed organization, and who 
was ‘responsible for its organization, occupied the chair 
when the first“meeting was called to order at 10:00 o’clock 
Monday morning, March 17. Temporary officers to conduct 


the meeting were then selected, consisting of Mr. Freeman 
as chairman and Clyde P. Steen, editor of The Display 
World, Cincinnati, as secretary. 


Each person in attendance was asked to introduce him- 
self as the meeting started, and on this initial roll call the 
following responded: Robert H. Smith, of Barton, Durstine 
& Osborn, adv. agency, New York City; Ronald C. Lee, 
of Lee & Lash, lithographers, Mount Vernon, N. Y.; Carl 
W. Maedje, circulation manager, lighting magazine, Na- 
tional Lamp Works, Cleveland; Dr. F. H. Peck, of E. R. 
Squibb & Sons, New York; E. D. Howard, Publicity de- 
partment, Cleveland Trust Co., Cleveland; I. C. Doane, of 
the Ivanhoe-Regent Division of the Miller Company. Cleve- 
land; John V. Horr, of the Manufacturers’ Display Service 
Corporation, Chicago; L. E. Kreider, of the American Lith- 
ographing Co., New York City; H. L. Wright, of Curtis 
Lighting, Inc., Chicago; C. E. Peirce, of the Cleveland 
Display Service, Cleveland, Ohio; J. V. Pidgeon, of the 
Pillsbury Flour Co., Minneapolis, Minn.; D. W. Kieffer, of 
The News, Cleveland; Frank B. Rae, of the Rae Advertis- 
ing Company, Cleveland; Elizabeth Simon of the Fairchild 
Publications, New York City; M. A. Smetts, of the Sport- 
ing Goods Dealer, St. Louis, Mo.; W. H. Penney, of the 
Penney Display Service, Lakewood, Ohio; C. A. Radford, 
of the Big Four Railroad, Cincinnati, Ohio; S. N. Clark- 
son, of the Joint Committee for Business Development, 
New York; H. L. Mooney, of the Lake Lithograph Co., 
Cleveland; Walter Butcher, of the National Lamp Works, 
Cleveland; G. S. Hird, of the Lake Lithograph Co., Cleve- 
land; J. T. Northrop, of the Smith-Winchester Co., Jackson, 
Mich.; V. C. Cutts, of the H. W. Gossard Corset Co., Chi- 
cago; W. A. Bauer, of The News, Cleveland; A. T. Fischer, 
of the International Displays Co., Cleveland; H. F. Blanch- 
ard, of the Fleischmann Co., New York; A. S. Turner, Jr., 
of the Edison Lamp Works, Harrison, N. J.; N. W. Town- 
send, of the National Lamp Works, Cleveland; H. W. 
Schulze, of the Hickok Belt Co. Rochester, N. Y.; C. S. 
Clark, of the Edwards & Deutsch Lithographing Co., Chi- 
cago; Arthur Freeman, of the Einson-Freeman Co., New 
York; Clyde P. Steen, of The Display World, Cincin- 
nati; John A. Clark, of the Westinghouse Electric & Mfg. 
Co., Pittsburgh, Pa.; S. Fisher, of the Fisher Display Ser- 
vice, Chicago; Frederick L. Wertz, display counsel, New 
York City; C. T. Fairbanks, of the Edwards & Deutsch 
Lithographing Co., Chicago; F. E. Watts, of the Apex 
Electrical Mfg. Co., Cleveland; K. Parlow, of Snyder & 
Black, New York City; M. Munson, of the Hoover Suction 
Sweeper Co., Chicago; R. N. Hollister, of the Union Trust 
Co.. Cleveland; George Harper, of the Twin Electric Sign 
Co., Chicago; H. A. Grace, of the Westinghouse Lamp Co., 
New York City; E. S. Goldstein, of the May Company, 
Cleveland, representing the National Advertising Commis- 
sion; J. M. Rodger, of the McGraw-Hill Co., Chicago; 
M. G. Nolan, of the Dennison Manufacturing Co., Framing- 
ham, Mass.; Andrew W. Murdison, of the Murdison Display 
Service, Buffalo, N. Y.; Grace T. Hadley, publicity, Cleve- 
land; H. H. Gould, of the Mennen Company, Newark, N. J.; 
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Officers of Window Display Advertising Association—Tcp Row, Left to Right, Dr. F. H. Peck, New York City, 

President ; Center, Clyde P. Steen, Cincinnati, Ohio, Secretary; Right, Frederick L. Wertz, New York City; Treas- 

urer; Bottom Row, Arthur Freeman, New York City, Chairman Board of Directors; Right, C. T. Fairbanks, Vice- 
President, Chicago, Jil. 


Edwin L. Andrew, of the Westinghouse Electric & Mfg. 
Co., Pittsburgh; Carl Percy, of Carl Percy Inc. New York 
City; G. M. Davis, of the Cleveland Metal Products Co., 
Cleveland; I. I. Sperling, of Printer’s Ink, New York City; 
R. M. White, H. N. White Co., Cleveland; H. J. Huff, of 
the Newman-Stern Co., Cleveland; R. F. Stratton, of the 
B. F. Goodrich Co., Akron, Ohio. 


Letters Read From Many Expressing Interest 


Following the roll call, letters were read from the follow- 
ing, all regretting inability to attend the meeting, but 
pledging co-operation, and many of them requesting enroll- 
ment as charter members: 


V. L. Carson, Carson & Patrick, San Antonio, Texas; 
E. J. Holden, Holden Display Co., San Francisco, Calif.; 
C. H. Stecher, Associated Men’s Neckwear Industries, Inc., 
New York; J. N. Bridge, Bauer & Black, Chicago; T. 
Walter Fred, Davenport Hosiery Mills, Chattanooga, Tenn. ; 
Allan P. Loucks, Dodge Brothers, Detroit; V. A. Bailey, the 
Franklin-Baker Company, Philadelphia; Paul E. Kendall, 
Long-Bell Lumber Co., Kansas City; A. E. Burnett, Armour 
& Co., Chicago; F. G. Weber, Curtice Brothers Co., Roches- 
ter, N. Y.; Richmond Hosiery Mills, Chattanooga, Tenn.; 
Geo. N. Lamb, American Walnut Manufacturers’ Associa- 


tion, Chicago; J. Duncan Williams, display specialist, Chi- 
cago; Arthur Tritsch, American Safety Razor Corporation, 
New York; Edgar G. Hermann and Henry Attmore, Victor 
Talking Machine Co., Camden, N. J.; S. E. Conybeare, 
Armstrong Cork Co., Linoleum Division, Lancaster, Pa.; 
Harlow P. Roberts, the Pepsodent Co., Chicago; W. E. 
Hopkins, National Restaurant News, Kansas City; C. E. 
Wittmack, Oshkosh Overall Co Oshkosh, Wis.; Alson 
Brubaker, Walker Bros., Fargo N. D.; F. T. Necker, Coca- 
Cola Co., New York; Tom Leslie, National Association of 
Retail Clothiers and Furnishers, Chicago; C. L. Holt, Na- 
tional Biscuit Co. New York; E. E. Sheridan, American 
Colortype Co., Chicago; R. G. Tobin, the Kawneer Co., 
Niles, Mich.; Norman B. Hickox, Curtis Lighting. Inc., 
Chicago; J. E. Vogt, B. Vivaudou, Inc.. New York; Ray 
Gibson, Boyles Candy Publications, Chicago; H. A. Lane, 
Joint Committee for Business Development, New York 
City; David A. Morey, S. S. Pierce Co., Boston, Mass. ; 
George A. Smith, display specialist, New York City; A. 
Watters, Ivory Garter Co., New Orleans, La.; F. H. Tholen, 
Diamond Crystal Salt Co., St. Clair, Mich.; A. C. Kleberg, 
Valentine & Co., New York City; Franklin P. Shumway, 
F. P. Shumway Co., Boston, Mass.; W. L. Rulin, General 


(Continued on page 62) 
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News [rims Display Innovation 


Portrayal of important events proves valuable asset in installing 
attractive and paying displays, experiments prove 


By AMES A. CASTLE 
Correspondent The Display World, St. Louis, Mo. 


HAT collective subject is of greatest interest to 
>| the majority of Americans? The answer is 
simple: News. Your customer may be bored 
by a continuous display of art; he may suffer an attack 
of neuritis from an overindulgence in viewing attractive 
prices and endeavoring to classify them among the 
various stores which he patronizes ; ultimately the con- 
sumer reaches a state where the most artistic and ex- 
pertly arranged series of merchandise may fail to draw 
his gaze from the sidewalk. But let your window con- 
tain an element of news, and presto! the crowd swarms 
against the pane. 





There are many and varied branches of news. One, 
to indulge in a newspaper term, is “hot stuff.” That 
is news not more than a few hours old. Another is the 
editorial, in which the personal views of the individual 
are expressed. The third and last, insofar as our 
purpose is concerned, is the art department. All three 
contain the news element which never becomes tire- 
some. 

The portraying of any news subject may, to the 
average display artist, seem a difficult procedure. But 
in St. Louis the displaymen have capitalized this attrac- 
tion until the windows of the department stores bear 


a close relation to the city’s newspapers. The calling 
of a special election for a bond issue; the death of a 
president; the announcement of Mothers’ Day, of 
Thrift Week—in fact, any item which may be of inter- 
est to the average passerby, is presented in the window 
and their success in attracting crowds of interested 
spectators has increased with the ability of the display- 
men to portray their subjects more attractively and in 
greater detail. 

In the news window most any “prop” may be called 
into service, from wax figures to large showcards. The 
St. Louis artists, who have been credited with origin- 
ating the “news trim,” generally work out their subject 
by means of the two previously mentioned items and 
photographs. Bunting and natural foliage is also ex- 
tensively used, according to the nature of the subject, 
and flowers are prominently employed to set off the 
main attraction. 


The attraction of the window news element was 
first discovered about seven years ago, at the beginning 
of the World War. At that time the American was 
eager to secure the latest war news, whether it be from 
bulletin board or newspaper. And it was at that time 
that St. Louis witnessed its first news window. Origi- 





Memorial Window Unveiled Few Minutes After Ex-President Wilson’s Death 
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Thrift News Window, One of Unusual Scruggs-V andervoort-Barney Displays 


nating in a department store, the practice of posting 
a bulletin of late news in the window rapidly spread, 
until it was not uncommon for the pedestrian to pass 
an array of bulletins several blocks long, all bearing 
substantially the same tidings and all changed with reg- 
ularity as new “war extras” made their appearance 
upon the streets. This attraction, needless to say, 
ceased to exist with the signing of the armistice. The 
American’s mind then refused to center upon war and 
its effects, he sought to forget, and the war bulletins 
were replaced with well-arranged windows of merchan- 
dise, which the war bulletin trims had superceded at 
the beginning of the war. 

“The war bulletins, however,” to use the words of 
P. S. Williams, display manager of the-Scruggs-Van- 
dervoort-Barney Dry Goods Company, which operates 
one of St. Louis’ largest department stores, “had served 
to cultivate a desire of the street crowds to see some- 
thing more than mere merchandise in the windows. 
The people had come to look upon the store display 
space as a place to find ‘something different’ and it 
became necessary for us to find something to replace 
the bulletins formerly used. Of course, there was the 
window-shopper, who would pause to inspect any dis- 
-play regardless of its attractiveness, but the busy busi- 
ness man demanded more than merchandise in which 
he was not particularly interested. We then struck 
upon the idea of the ‘news window,’ which admirably 
served our purpose. By ‘news’ I do not mean that we 
seek to compete with the newspapers in broadcasting 
every local event, but we endeavor to have at least one 
of our forty-three windows arranged to portray some 


important occurrence, either recently passed, or staged 
for the near future. 

“Thus we connect Mothers’ Day, Thrift Week, Val- 
entine Day, Washington’s Birthday, and all of the other 
‘weeks’ and ‘days’ up with an appropriate display of 
merchandise, or place it in a separate window, as the 
case may be. We also take such items as city improve- 
ments and display our opinion upon the proposed 
changes. News of national importance, such as the 
deaths of President Harding and ex-President Wilson, 
receive our attention. 

“When news of the expected death of ex-President 
Wilson reached us, I had one window on a prominent 
corner trimmed with an enlarged photograph of him, 
set off by ferns, roses and a large American flag. That 
was on Saturday morning. We dressed the window with 
the curtains drawn, and left it unexposed until Sunday 
morning, when word of Mr. Wilson’s death reached us. 
Promptly upon receipt of the news, a man stationed at 
the store for that purpose, drew back the curtains, and 
we gave out the news of the death simultaneously with 
newspaper extras. 

“For such occasions as this I have a connection with 
the news departments of our local papers. When some- 
thing exceptionally important occurs the city editors 
phone me. We have enough ‘props’ to display most 
any subject of this nature, and if the ‘props’ are not 
convenient we send a man out to borrow or buy them 
from some other establishment. 


“The news windows, I believe, are of more than 
ordinary value to the store. Not in immediate sales, 


(Continued on page 41) 
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The Display World Pictorial 
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Upper Left, Display by Lothar F. Dittmar, for The Union, Columbus, O.; Upper Right, Display by 
Oliver W. Landon, for The Media Drug Co., Philadelphia, Pa.; Center, Display by L. M. Funk- 
hauser, for Kline’s, Detroit, Mich.; Lower Left, Display by R: A. Corbin, for Radin & Kamp, Fresno, 
Cal.; Lower Right, Display by George Weaver, for Clarke, Brock & Co., Noblesville, Ind. 
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Display World Pictorial Review _ 


Upper Left, Display by Jas. Donahue for The Fair, Cincinnati, O.; Upper Right, Display by More- 

house & Wells Hardware Co., Decatur, Ill.; Center, Display by The Emporium, San Francisco, Cal: ; 

Lower Left, Display by C. J. Benedict,for Younker Bros., Des Moines, lowa; Lower Right, Display 
by R. T. Whitnah, for Crosby Bros., Topeka, Kan. 
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New Color Effects with Old Props 


Many left-overs in floral decoratives can be utilized by 
harmonizing them with display being installed 


By HAZEL H. ADLER 
Taylor System of Color Harmony, New York City 


SEIHE budget of the display department is no 


ogee 
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ros longer a negligible item in the expense budget 
ae | of a store. The quality, quantity and cost of 
display properties have increased proportionately with 
the growing realization of the selling value of effective 
merchandise displays. Yes, the budget allowance has 
increased for this purpose, but has it increased suffi- 
ciently to allow the displayman the artistic indulgence 
he really wants? 

A thrifty use of old “props” must often be resorted 
to in order to stretch the budget to buy some of the 
new and tempting decorative accessories which the 
market offers. If you are one of those displaymen who 
must jealously watch every dollar expended, then you 
will surely be interested in learning fhat astonishing 
possibilities are hidden in old flower decorations. 





Practically all displaymen have the “left-overs” of 
many years. American Beauty roses survive from that 
period when no window was complete without them. 
Christmas poinsettias, holly, Easter lilies, autumn 
leaves, wheat, bud sprays, apple blossoms, chrysanthe- 
mums, foliage, daisies, pond lilies, sweet peas, boudoir 
flowers, and numerous other survivals are often among 
the forgotten or discarded odds and ends in the display- 
man’s “prop” room. An endless variety of effects can 
be obtained by utilizing these flowers in new combi- 
nations. 


For instance, short flowers and twigs, though not 
as decorative as long stem ones, are very effective in a 
long, low, bowl-shape vase. For instance, a white lotus 
in an Egyptian blue vase, placed in a display of artifi- 
cial jewelry, where the Oriental motif is brought out, 
emphasizes the theme and adds the correct note of 
color. Apple blossoms, as dear to the old-time window 
trimmer’s heart as the rose and chrysanthemum, also 
lends itself well to modern transformation. A generous 
bunch of apple blossom branches, planted in a Capri 
blue jardiniere, is an emphatic note of interest amid a 
display of dresses in the new green tones, as recently 
shown in a Fifth Avenue window. Twigs of apple 
blossoms combined with bright blue corn flowers can be 
arranged in a low vase to give the color note to a sober 
arrangement of heavy furniture. 


And why put away the poinsettias until Christmas ? 
They are an excellent foil to Spring daffodils. In a 
turquoise or peacock colored receptacle, they would 
accomplish a dual purpose—attracting attention by their 
unexpectedness, and enhancing the decorative effect. 
The one-flower arrangement calls for expert taste and 













Florat Arr nt combining, Red 
American Beauty Roses, Tris in two tones 
of Bluevioler , and Yellow Gteen Foliage, 


deftness of touch, in which the Japanese excel. For 
instance, a pond lily or an iris in a shallow green glass 
bowl contribute to the color interest of a dining room 
or living room furniture display. 


Well thought out arrangement of colors, flowers 
and merchandise makes ‘it possible to bring into a dis- 
play effects which harmonize with the season of the 
year. For'the Spring you would have the dainty, slim 
and straight blue violet hyacinths, or red-orange tulips, 
arranged in yellow cases. Placed in a display of henna 
color dresses, which are so popular for the Spring, 
they give the key to the season, besides an attention- 
getting color touch to the window. For the summer 
season, full foliage, spreading branches, brilliant colors 
bring out the sense of richness and plenty. Pink holly- 
hocks are glorious in a window of turquoise blue and 
pale yellow dresses. American Beauty roses make a 
good affinity for iris in two tones of blue-violet, with 
yellow-green foliage added to complete the color com- 
bination. 














-_ JOSEPH HORNE Co. 


PENN AVENUE, PITTSBURGH, PA. 


‘Botanical Decorating Co. 
319 West Yan Buren Sreet 
Chicago, Illinois 


4 . f i S a 
Gentlemen: 
Received the window settings and flowers and wish to 
thank you very mich for haVing these here on time, ani 


Pte want to state that they are far béyond my expect~ 
ations, * 





Thanking you for taking care of this, I am 


ff Josserpe 
(CAagkKyys 


5 et, lth Year 
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Pabe 
‘ 











Ghe Botanical Decorating Co. 


(Established 1896) : 
319 to 327 West Van Buren Street CHICAGO 
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As Autumn approaches, the color and treatment 
mellows. The vases used for the flowers become 
duller, the vines droop instead of climb. Chrysanthe- 
mums come into their own again, and so does the rich 
foliage; the straightness and brightness of the Spring 
becomes the droop and mellowness of the Fall. All 
this can be expressed in the color scheme of the flowers 
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rrangemenlr conmbin llow 
Buttercups, Biue Bachelor’sB te posed 


Violet-Red Morning Glories, GreenFoliage, 


and their treatment. Hanging baskets of russet brown 
with coboea vine, harmonize exquisitely with a window 
of orange-red evening gowns. Autumn tree branches 
produce charming effects, and harmonize with green- 
blue and orange colored merchandise. The arrangement 
of the brilliant leaves and yellow chrysanthemums em- 
phasizes the brown in the dresses, suits and coats which 
are so popular at this time of the year. When winter 
comes, severity and straightness take the place of the 
graceful lines of the Fall. Then we can make use of 
the ever faithful American Beauty rose—freed from 
the monotony of the set bunch and sprinkled loosely 
amid tall, purple iris and irridescent green painted cat- 
tails or lotus pods. They lend a vital color note. 

Floral displays in themselves have no significance. 
They must be used for a specific purpose in the decora- 
tion plan. They can be used to emphasize the color of 
the merchandise either: by striking repetition or con- 
trast, or they can be used to add the color interest so 
necessary to displays of colorless merchandise. In both 
functions they are of prime importance to the display- 
man, and with a little thought and imagination can be 
made to produce new color effects without any drain 
on the display budget. The displayman must, however, 
know color and color harmonies. 

The Taylor Color Harmony Keyboard is providing 


a valuable aid to displaymen throughout the country, 
From it they are creating new, unusual and distinctive 
color combinations, and the color harmonies they find 
on the Keyboard they translate into their flower deco- 
rations. By consulting the Keyboard they see instantly, 
with the aid of the mask, what completes a harmonious 
trio. And in displaying merchandise and in fixing their 
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Tree Arrangeme: Showing, Pink, 
Apple blosoms Yellow Sasmine Vine , 
and Fohage on the Blush Green cast. 


decorations, they are constantly working out fresh and 
new effects with old “props.” 

A special bulletin can be obtained upon request 
from The DISPLAY WORLD, in which a wide selec- 


_tion of flowers used in display are listed under their 
. various colorings. 





LIGHT CORPORATION INSTALLS NEW WINDOW 

Sam B. Goins, display manager for the Rosenthal Dry 
Goods Co., at Beaumont, Texas, installed the introductory 
displays for the Eastern Texas Light and Power Co., at 
Beaumont, in two very beautiful and costly windows, just 
added to the main offices of the corporation. The windows 
have a solid walnut, high finish background and _ floor. 
A complete set of fixtures has been provided for the win- 
dows, and a budget arranged for decorations. The displays 
installed by Mr. Goins are very attractive. 
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HE Richmond Hosiery Mills will offer 

a series of prizes in 1924 for the best 

window displays of hosiery, in an open 
competition among window display men in 
all parts of the country. 








Many Cash Prizes 

| $2,500 in cash will be distributed as prizes to 
the display men producing the most attractive 
windows. 


Equal Chance for All 


In order that the display man in the smallest 
store in the smallest city may be on an equal 
footing with the displayman in the largest 
store in the largest city, the contest has been 
divided into five classes, as follows: 
Class 1—Stores in cities of 5,000 popula- 
tion and under. 


Class 2—Stores in cities of over 5,000 and 
under 25,000. 


Class 3—Stores in cities of over 25,000 and 
under 100,000. 


Class 4—Stores in cities of over 100,000 and 
under 500,000. 


Class 5—Stores in cities of over 500,000. 


Cash Prizes in Each Class 


In each class a first prize of $200, a second 
prize of $100 and a third prize of $50 will be 
given for the best displays, judged from photo- 
graphs. 
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$2,500 in Cock Prizes 


For Finest Window Displays 


Additional Grand Sweepstakes Prizes 

In addition, there will be given a first Grand 
Sweepstakes Prize of $500 and a second Grand 
Sweepstakes Prize of $250 for the best display 
constructed, regardless of size or location of 
store. All photographs, regardless of the class 
they were entered in, will be considered in 
awarding this prize. 


Arrowhead Displays 


All photographs entered in the contest must 
be those of displays made between January 1, 
1924, and December 24, 1924. The displays 
must contain no hosiery except Arrowhead— 
and in the event that a store does not stock 
Arrowhead Hosiery the Richmond Hosiery 
Mills, Inc., will furnish the display man, free 
of charge, ‘with a sufficient quantity of Arrow- 
head Hosiery to enable him to participate in 
the contest. 

In the event of a tie in any of the classes the 
full amount of the prize will be given to each 
tying contestant. 

Send the Coupon 


Get now the rules of contest and complete in- 
formation. It costs nothing to enter. 

Use the accompanying coupon: Mail it to the 
Richmond Hosiery Mills, Inc., signifying your 
intention of entering this contest. Sit down at 
once and plan your hosiery displays for this year. 
Here is an opportunity to help your store make 
more and greater hosiery sales and at the same 
time pay yourself handsomely for your efforts. 


A 
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RICHMOND HOSIERY MILLS, INC 


f 
Established 1896 F 


Makers of Arrowhead Hosiery for all the Family j 


\ CHATTANOOGA, TENN. } 
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you during 1924. 
Send me an Arrowheadcatalog. 
of Send me folder giving further 
information and helpful display 


Write now for the rules 
of the contest, or if 
you prefer the coupon 
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Manufacture and ile of Wax Figures 


Application of the color and skin texture the last act 
in the finishing of the actual figure 


By IRWIN G. CULVER 
Master Wax Sculptor, J. R. Palmenberg’s Sons, Inc., New York City 





TMAJJELL, we lost a day, or rather a month, by 
Bad being just a bit too busy to get the copy of 
<ee89] our last article to The DISPLAY WORLD in 
time for the February issue. However, I am still talk- 
ing and going to finish the making of this figure at this 
time. 

If you have followed all the different processes we 
have passed through since starting, you will know we 
are up to the last act—the application of the color and 
skin texture. Please note at this particular minute that 
the two most important elements in this part of our 
work, the finishing of a wax figure, is color and skin 
texture. Color is those particular shades or tints in 
the human flesh. Skin texture is that mottled or porous 
effect in the skin surface. These two elements are 
absolutely inseparable-in the correct natural skin or 
complexion finish of a wax figure, for while the colors 
of the complexion may be reasonably correct without 
that mottled or porous effect in the skin, the result 
becomes obviously artificial. 





ee ee 


In the finishing of a ladies’ wax figure we have a 
lot of liberty with the artificial because of the present 
day common practice of ladies’ use of artificial colors 
on their cheeks and lips, and this so often badly done. 
But with children’s, boys’, men’s and character figures 
we have no such liberties and must be as true to nature 
as we are capable. Just about this time someone is 
thinking—Well, well! why don’t you tell us what it is 
and how ‘you do it. I am not capable of telling it in 
words or language sufficiently clear for you to get the 
desired results. 

This far, in speaking of colors, we have said what 
they should be, but not how we get them. Surely you 
do not think they can be bought in the exact shades we 
require. No, we must mix them ourselves. ‘This is 
another capacity one must have or acquire and is again 
something I cannot explain in words, how to mix col- 
ors. It is something you must have the sense, tempera- 
ment and feeling for; perhaps this may sound like deep 

(Continued from page 42) ; 





Left—The S$ elected Pose; Center—The Live Model; Right—The Finished Product 
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Make Your Windows Shout, “Come In!” 


Meier & Frank Co.’s Spring Opening Windows Show Baer’s 
Figures Exclusively—Designed by Malcolm J. B. Tennent 





Malcolm J. B. Tennent 
Needs No Introduétion 





Displaymen all over the country have seen his work at the Conventions and know 

that he has carried off First Prizes for many years. No higher tribute could be paid 

to Baer’s Wax Figures than to have this progressive and prosperous store displaying 
garments on these remarkable wax figures in eleven windows. 


Malcolm J. B. Tennent says: Your Model 0-7 has sold more 
garments in the last year than any figure that I have ever used. 


These eleven windows created for the store’s Spring Opening inspired a great deal 
of comment among shoppers and this was reflected in several columns of comment 
by the leading Portland newspapers. 


We invite comparison. Call and see our display when you are in 
Chicago, or look us up at the Buffalo Convention. 


Our guarantee goes with all Baer’s Figures. 


se BAER’S INCORPORATED 


155 North Union Avenue Chicago, Illinois 
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Who They Are and What ‘They Say 


No. 8—CHARLES H. ROBERTS, Baltimore, Md. 

















WORKING his way up just like the heroes in 
S| the old story-books of Horatio Alger, long 
: dear to the heart of every boy, the achieve- 
ments of Charles H. Roberts, display manager of 
Cahn’s Quality Shop, at Baltimore, Maryland, are 
worthy of study by every person who seeks to accom- 
plish better things in the field chosen for future en- 
deavors. Roberts, when but a lad of ten years, entered 
the employ of Hutzler Bros., 
of Baltimore, where he spent 
eleven years. He was first 








employed as cash boy at the 
salary of one dollar and sev- 
enty-five cents per week. His 
first advancement was to 
stock boy, with an increase 
of fifty cents in salary. Then 
he became a bundle wrapper 
in the store. During the 
progress of his work he even 
served as a wagon boy in the 
shipping department, swept 
floors, washed cases and did 
other odd jobs. 

Every opportunity that 
presented itself to Roberts 
found him away from his 
post and in the window de- 
partment. He was hungry 
for knowledge and looked 
upon the display manager as 
a sort of lord, or some high 
official. The old-timers will 
recall that in those days most 
of the work was done at night, and when Roberts was 
refused a position in the department he spent his nights 
at the store, helping to do anything he could to gain 
knowledge. It was not long until the chief displayman 
realized that young Roberts was of an artistic tempera- 
ment, which resulted in giving him the job of fourth 
assistant. 

“Boys, when that happened, I thought my head 
would burst,” Roberts says now, in commenting on his 
experience. “TI felt so big I could scarcely move around, 
but I soon found that I had lots to learn. Many times 
during my training I felt like giving up. Displaying 
merchandise in those days was a great deal different 
than it is now.” 

After gaining all he could in display knowledge, 





Cuar_es H. Roperts, 
Display Mgr., The Quality Shop, Baltimore 


Roberts was successful in getting a position on the staff 
of the Hub Store in Baltimore, spending four years as 
first assistant to David Jones, who still holds the same 
position. as display manager there, with his former 
assistant holding down the job on the next corner. 
Advancement for Roberts at the Hub was very rapid, 
and from there he accepted a position as display man- 
ager for Schwarzenbach & Sons, at Cumberland, Mary- 
land. It was here that the 
subject of this sketch made 
a name for himself and be- 
came nationally known thru 
the various display contests, 
winning twenty-eight nation- 
al prizes in one year, which 
was a remarkable achieve- 
ment. 

After eight years spent in 
Cumberland, Roberts felt he 
wanted to get into a large: 
field, finally selecting the 
Quality Shop in Baltimore, 
where for the past three 
years he has been putting 
their displays on the map. 
Concerning his work there, 
he says: 

“We have two stores, the 
displays of which are both 
under my direction, with ca- 
pable assistants. We keep 
things humming at all times, 
and keep looking ahead, still 
working and still hungry for 
knowledge. Personally, I am strong for the unit dis- 
plays, which to my mind are higher class, have more 
pep, and sell more merchandise than any .other type 
of displays. 

“It is no more difficult to use a unit display than any 
other type, if the displayman will only apply himself 
to the purpose. I am always glad to help the other 
fellow, and any time I can pass on any ideas and infor- 
mation, especially to the youngster who had the ambi- 
tion I had, I am only too glad to do it.” 

* 2 * 

Examples of the some of the artistic work of Mr. 
Roberts have appeared in the Pictorial Review of The 
DISPLAY WORLD, and others are to follow. His 
efforts are well worth following by displaymen. 
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Removable 
Wall Flange 


PRICE $16.00 F. 0. B. 
IRWIN, PA. 









Spot. 


The new WINDO-SPOT has a double-jointed 
bracket which permits turning the spot to any 
point within more than a half sphere—an un- 
usually wide range. 


Very easily put up; the wall flange can be 
quickly taken off by loosening thumb screws, 
and the flange screwed into place on the wall, 
ceiling, floor or portable base, without the bal- 
ance of the unit interfering in any way. 


The extension arm ball is then put into-the 
socket in the wall flange, spot turned to desired 
position, and thumb screws tightened, 


For a portable spot light the wall flange may 
be attached to a block of wood as a base. 


For many years we have specialized in show 
window lighting and have a fund of informa- 





NEW YORK—1452 Broadway 
PHILADELPHIA—A. Hopkin Jr. Co., 235 South Eighth Street 
LOUIS VILLE—Nicholson Electrical Sales, 307 Keller Building 
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THE NEW 
“Ge 


ftsburgh” 
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Supplement your regular show-window lighting with this new and 
highly improved spot-light. Unusual effects are obtained with the “Pittsburgh ”"Windo- 
Special features of your display can be sharply brought out, the strong center 
- beam of light being even and free from shadows. 


tion and experience that will help any win- 
dow decorator get the best results from his 
displays. 


The “Pittsburgh” line includes also Silvered 
Reflectors, Color- Lite and Easy-To- Install Con- 
duit. Not a single “Pittsburgh” Reflector made 
since August Ist, 1916, when we began using 
our secret process of backing, has ever been re- 
ported to us as having the silvering tarnish or 
discolor, or the backing crack, check or peel, in 
spite of our 5-year guarantee. Not only is this 
guarantee an agreement to replace defective ma- 
terial, but it is assurance that replacements will 
not be required. 


Write for a complete description of the “Pitts- 
burgh” line; also for free copy of “Show Window 
Lighting,” a valuable booklet. 


Pittsburgh Reflector & Illuminating 
Company 
403 Bowman Building - Pittsburgh, Pa. 


CHICAGO—Reflector & Illuminating Co., 565 W.Washington St. 
SAN FRANCISCO—Myers & Schwartz, 90 New Montgomery St. 
TORONTO, ONT.—Wilson Illumination Co., 23742 Yonge Street 
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National Display Campaigns and Contests 








How Contest Sells Chocolate Bars 


By WM. J. MILLER 


Advertising Manager, Eline’s, Milwaukee, Wis. 


N merchandising any new food product, and especially 
I when distribution must be attained in record time, due 
to scheduled newspaper campaigns or for any other reason, 
vety often a sales organization is sent into a certain city 
or territory instructed to sell 90 per cent of the retail out- 
lets and then move on. The sales force has been sold 
on the way to get the retailer to stock the new product, 
on how to merchandise the newspaper in fact everything 
has been done to enable the sales force to sell the retailer 
just as quick and as fast as possible—except to show the 
retailer how to use his own advertising facilities to ad- 
vantage. 

In the Fall of 1923, we decided to spend a considerable 
sum of money in advertising Eline’s Pure Milk Chocolate 
Bars, the bulk of which was to be spent through news- 
papers. When we decided to put on this intensive cam- 
paign, our sales force was first instructed that the campaign 
could not be successful unless they would take the time 
to show the retail merchant how he himself, could do 
considerable toward making the campaign a success. To 
facilitate matters, we instituted a display contest, the results 
of which you see reproduced herewith. 

Of first importance in a window display campaign is 
the “high spot,” and it was distinctly pointed out to our 
men that although we did not insist on 100 per cent dis- 
tribution, we did insist on 100 per cent “high spot” dis- 
tribution. We were confident that if we could get “high 
spots” to stock our merchandise, display it properly and 
really get behind it, that the “low spots” would more 
readily fall into line. The “high spot” of. any town was 
also furnished with material for animated display. We 
found that at an expense of about $40.00, we could purchase 
a miniature train of cars electrically operated, a real “at- 
tention-getter.” 

With this as a lead, a good salesman was picked to in- 
terview the “high spots”; his instructions are to see the 
display manager. The display manager was sold on the 
window trimming contest. Our salesman then proceeded 
to work up through the advertising manager, merchandise 
manager, and as many others as it was found necessary 
to see. 

In taking care of the “low spots” we found the average 
salesman invariably a poor window displayman. For this 
reason it was advisable to have our window trimming ir 
the “low spots” taken care of by a professional displayman. 
This caused us to tie up with a local concern and we find 
these concerns a big help in assisting our men to bring the 
retailer into line. These local window display. concerns 
proved their worth in St. Louis alone by getting us in 
conjunction with help from the newspaper, over 250 win- 
dows in three days’ time. 

Not only were the windows installed in record time, 


(Continued on page 39) 
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Upper Display, First Prize in Eline’s Contest, Empo- 

rium Mercantile Co., St. Paul, Minn.; Center, Second 

Prize, Dow Drug Co., Cincinnati, Ohio, Chas. Fleisch- 

mann, Display Manager ; Bottom, Fourth Prize, Crosby 

Brothers Co., Topeka, Kansas; R. T. Whitnah, Display 
- Manager 
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artistic displays. 


REG. US, PAT. OFF, 


A Little Window Thought 


for Big Business 


As the bottle sells the perfume, so will Sol Satine 
in your window displays, sell the merchandise. 


Use reasonable Sol Satine for clusters of color, 
as settings for featured articles and for hangings 
and drapes. Its beautiful satin sheen and gloss— 
the wonderful shades it comes in (36 different 
colors), will enable you to create striking and 
Send for samples 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 
New York Address, 1140 Broadway 





BRIGHT AS THE SUN 
WEARS FOR EVER 























The Only 
Book of Its 
Kind Published 





























How to Organize 
a Floral Parade 


It tells you exactly how 
to arrange and conduct 
parades, home - comings, 
carnivals, etc. It will save 
you time, trouble and 
money. 


Price, Each, 25c : 





The Parade Season Is Here 


We are ready to meet this season’s demand with 
the biggest and most attractive line we have ever 
offered. Our factory has been working in full force 
for some time making decorations so that all orders 
may be filled promptly. Suggestions and sketches 
submitted free of charge. 


Special Quotations on Quantity Orders 


Schack Artificial Flower Co. 


Designers—Manufacturers—Importers 


CHICAGO «3 E yr ory St. 


Factory 
134 N. Robey St. 





























This Big, 16-Page 
Catalog of Parade 


Decorations is Free 


for the Asking. 


Write for Book 
D.S.-1 
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H. C. MENEFEE, President 





She Display World 


FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Title Registered U. S. Patent Office. 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


CLYDE P. STEEN, Editor 


OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the 
gan first of the month of date of issue. All photographs reproduced become the property of the publishers. 


N. SILVERBLATT, Secretary 
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That the future value of window 
display space is unlimited is shown 
by the recent action of the William 
H. Wanamaker Store, in Philadel- 
phia. When a special sale on topcoats was featured at 
the Chestnut Street store, windows of eight stores in 
various other sections of Philadelphia were rented to 
display the merchandise to be sold. The windows 
rented were in all instances in stores located on busi- 
ness streets in the central outlying sections. 


Window Rental 
Shows Future 
Display Value 


The leasing of store windows in outlying business 
districts, in order to show residents of those sections 
the merchandise on sale and attract them to the mer- 
chant’s downtown store, was never before attempted 
in Philadelphia. But it worked. Two thousand silk- 
lined topcoats for Spring wear, at special prices, were 
disposed of. The advertisement announcing the sale 
bore the heading, ““A Nine Days’ Wonder,” and stated 
that the firm deemed the occasion so important it was 
showing the coats all over town. 

All of which indicates that window rental promises 
to become an interesting subject of the future of dis- 
play. And it is coming to a point of actual considera- 
tion much more rapidly than has been anticipated. 





The question has arisen in New York 
Should Fifth — as to whether or not the attitude of 
Ave. Windows the Fifth Avenue Association, in dark- 
Be Darkened? — . , 

ening the display windows at night, 
is a just one. The complaint was recently made that 
the displays were scrutinized at night only by the curi- 
osity seekers, and it was pointed out that these persons 
did not constitute the shopping public that traded at the 
stores in the daytime. 

After considerable discussion, the Association re- 
quested all its members to darken their windows at 
night, and also draw the shades at the close of each 
day’s business. There are no stores on the street that 
remain open at night, and it is held that the illumination 
is useless and wasteful and detracts from the high 
standard of the business conducted on the Avenue, by 


having only curiosity-seekers observing the displays. 
It is still a question as to whether or not the procedure 
is a wise one. Is it not better to have the good will of 
the entire public? It is also a notable fact that the 
transient population in New York is a great one, and 
the advertising from the lighted windows at night 
surely pays, in returns, from some angle. 





‘t is interesting to know that the new 
Truth Factor Window Display Advertising Associa- 
ee ion, at its initial convention held in 
cleveland last week, put forth the sub- 
ject of Truth in Window Displays foremost among its 
Standards of Practice. Certainly there has been much 
violation of this principle in the window advertising of 
nationally advertised products, just as much as there 
has been in the small retail store where the stock would 
not correspond with the article displayed in the window. 
Highly colored displays are alright, but unless the 
inscriptions and wording of the advertising material in 
connection with these displays corresponds with the 
actual article sold on the interior of the store, the whole 
method of window advertising and the use of dealer 
helps will have lost its standing. The new association 
should be encouraged in its efforts to promote truth in 
window display advertising by all branches of the dis- 
play field. 





One of the greatest factors in all win- 
Cleanliness Is gow displays is cleanliness, no matter 
nag Danleys what line of merchandise is being dis- 
played. But the food store, the drug 
store, the confectionery store, the market, in fact any 
line of business displaying articles that must eventually 
find their way to the human mouth, should exercise the 
greatest care to have a sanitary appearance, backing up 
that appearance with the actual fact that the store is 
just as clean inside as the display indicates. 
The windows constitute the “front” which the store 
puts up, so to speak. Those who deal with the store 
like bright windows. So do other persons. 
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SEASONAL GOODS 
ALWAYS IN STOCK 
WRITE FOR OUR 
LATEST CIRCULAR 


ART FONTAINE EXPOSITION. CO. 


10714 No. MAIN STREET 


ORES R THIS 
NUMBER EARLY, SO 
YOU WILL BE SURE 
TO GET YOURS 


LOS ANGELES, CAL. 
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Nien Wanted Positions Wanted For Sale Wanted wo Buy 











HIGH-CLASS DISPLAY MANAGER 
with proven ability of successful results 
and a national reputation will be available 
about May 15. 

Address “T. O.,” 
Care The DISPLAY WORLD. 


Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories. We teach you how by Mail. 
Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 


FOR SALE —Fleece-lined Jersey cloth, 
taped elastic top slippers for displaymen. 
Fits over any sHoe. 75c per pair, $4.00 4% 
doz., postpaid. Patent pending. Ideal 
pocket hammer, 4% in. long, nickel plated, 
patented, 85c postpaid. 


J. M. WALTERS, Mfr., 
220 South Benton Way, Los Angeles, Cal. 














HIGH CLASS DISPLAYMAN—With prov- 
en ability of successful results, desires 
permanent position with progressive 
men’s-wear store. Best of references. 
Samples of card writing, photos of dis- 
plays and backgrounds upon request. 


Address L. P. IL., 
Care The DISPLAY WORLD 











FOR QUICK SALE 
At low price, Palmenberg’s best 
Man’s Wax Figure, good as new. 
B. L. BING’S SONS 
Anderson, Ind. 











Advertising in the 
OPPORTUNITY EXCHANGE 
Brings Good Results at Low Cost. 
$1.50 per Column Inch per Insertion, 
Cash with copy. 














SOUTH BEND DISPLAYMAN CHANGES LOCATION 


F, A. Blessing, recently resigned as display manager for 
The Brandon-Durrell Co., South Bend, Ind., and became 
display manager of The Peoples Store in the same city. 
This store opened in March with a battery of fourteen 
of the most beautiful display windows, in South Bend. 
Walter Hardy, of New York, is assistant to Mr. Blessing 
in his new duties. j 


BUFFALO DISPLAYMAN ACCEPTS NEW POSITION 

Seymour Monblatt, who was formerly in the employ 
of the Golde Clothes Shop, at Buffalo, N. Y., has resigned 
that position, and has become display manager for Rich- 
man Brothers Co., Inc., for.their two Buffalo stores. The 
Richman firm manufactures and retails men’s clothing, and 
Mr. Moblatt reports that they are producing some excep- 
tional window displays. ~ 
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SUNLIGHT 


IN YOUR 


WINDOW 


Importance of Proper 
Display Window Illumination 


HE display windows are in effect a 

stage where the merchant may com- 
pel attention by varied and colorful appeal. 
Properly handled, they serve not only to 
attract attention to the merchandise, but 
also to create a favorable impression of the 
store itself. 

The effectiveness of the window is de- 
pendent upon the illumination from the 
standpoint of permitting the display to be 
examined. 

With this in mind, the prime considera- 
tion in a window installation should be one 
of sufficient outlets to permit the flexibility 
and control of illumination and lighting ef- 
fects that is desirable for any particular 
display. The use of colored lighting in 
windows is becoming more general as an 
attention-getting medium, since it adds an 
unlimited field for variation in decorative 
effects. 


t 


LIST 
$8.50 


Complete with 
color frame, five 
sheets of assorted 
color gelatine — 
green, red amber, 
blue & straw, six 
feet of cording 
and plug. 





Use 150-watt bulb 
for best effect. 





No. 955 
Patent pending. 


A Sunlight Silver Glass Reflector 


Fills the window with a flood of direct light 
having a powerful beam of reflected light in the 
center. A most effective unit for lighting your 
spring Displays. 


Free Trial for One Week 


Upon receipt of order,. will ship C. O. D. parcel 
post and if after seven days you are not satisfied 
with this unit your money will be promptly re- 
funded. ; 

Our Engineers wait with pleasure to design re- 
flectors for your particular requirements. Each 
individual case gets careful study and special 
design. Don’t fail to consult us where good light- 
ing is required. 


Sunlight Reflector Co., Inc, | 


Established 1898 
226-228 Pacific Street Brooklyn, N. Y. 








Suggestion for Shoe Displays 


Simple treatment will gain effective window by 
following plan of manufacturers’ sketch 


Many inquiries have been received by. The DISPLAY 
WORLD for new suggestions for shoe window displays, 
and as this is an issue in which shoe and department store 
displays are featured, one of the most timely suggestions 
found is that issued by W. L. Dodd, advertising manager 
of the Commonwealth Shoe & Leather Co., Whitman, Mass., 
and illustrated herewith. 

The displayman or dealer wishing to create sucha win- 
dow will find it very simple if directions are followed. A 
strip of green leaves, “C,” real or artificial, is run from the 
top of the center panel, “A,” to the basket of flowers, “B.” 


From there it can drape gracefully down the background. 


Green ribbon can be used, but not as effectively. “E,” made 
the same as “A,” is placed in the center of the window floor. 
“F” can be a show card, or a beautifully colored drawing 
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of the well-dressed man, put out by the Commonwealth Com- 
pany. The card can be surrounded with a few of the best 
styles of shoes. “A” is connected to “E” by means of “D,” 
two ribbons to each side, one colored rose and the other 
a light spring green. 

The shoes can be set in the window, building them up 
higher at the rear of the window and sloping down to the 
shoes on the floor at the front of the window. “G” repre- 
sents 4x4%4 inch cards, which can be scattered among the 
shoes. The Commonwealth firm puts out cards of this size 
with its dealer helps. Some of the vital points suggested as 
necessary to the success of this display follow: 


Black background and floor to snap out the rose, yellow, 
green and blue colors; arrangement of trim exactly as 
shown on sketch herewith; building up the shoes displayed, 
high at the rear of the window to the shoes on the floor at 
the front of the window; shoes should not be built up in 
front of the cards, which should be easily read; shoes should 
be polished to the highest lustre before being placed in the 
window, and should be stuffed with tissue paper or curled 
hair, shaping them to bring out their good looks, and then 
arranged on the floor, either singly or in pairs, to bring out 
their best lines. : 





CONSOLIDATION OF TWO STORES EFFECTED 


The H. Kobacker & Sons Co., owners of the Boston 
Store, Columbus, Ohio. have purchased the entire business 
and equipment of the Columbus Dry Goods Co., of that 
city, and will move its store to the location occupied by 
the Columbus Dry Goods Co., which will be remodeled 
and enlarged. 
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* a Chicago affords the most complete Display Equipment and Decora- 
#4)! tion Market in the World—Time and money may be saved, and the 
= | best that decorative genius creates can be obtained in Chicago at 





prices that cannot be 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


: ARTISTIC WOOD TURNING WORKS 
an 529 N. Halsted Street 


Store and Window Fixtures 


BAER’S, INCORPORATED 
155 North Union Ave. 


Wax Figures and Forms 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


THE BODINE-SPANJER CO 
1160 Chatham Court 


Distinctive Display Decorations 


CHICAGO MAT BOARD CO. 
664 W. Washington Blvd. 


Card and Mat Board 


duplicated—quality considered. 


CURTIS LIGHTING, INC., 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE KOESTER SCHOOL 
314 S. Franklin St. 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Ave. 


Show Card Boards, Mat Board Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Sx. 


Artificial Flowers & Display Decorations 


GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
— 
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C-R-E-A-TI-O-N 


This bronze petticoat rack— 
with 52 hooks,designed for 
one of America’s great stores. 
Our organization is especially 
adapted for originating re- 
tail store display equipment. 


“Every Type of Display Fixture Known” 


+) 


Catalogues sent on request 
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1146 BROADWAY NEW YORK 
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Miniature City in Lumber Display 


Window shows street to boost home ownership and 
carries out night details, even lighting 


By C. E. LOCKE 
Sec’y, A. L. Carter Lumber Co., Beaumont, Texas 


With the utilization of their windows for display pur- 
poses, lumber firms throughout the country are taking 
great interest in installing displays that are unique, attrac- 
tive and have sales value. The A. L. Carter Lumber 
Company feels that its miniature city display, shown in 
our windows at Beaumont, is worthy of special study by 
dealers in lumber and building supplies, because of the 
human interest appeal to “Own Your Home” that is attached. 

This miniature city display was first shown in the display 
window of our yard, then later shown at the South Texas 
State Fair. The miniature houses were purchased from 
the National Retail Lumber Dealers Association of Chicago 
and the miniature fences, pergolas, and other. lawn decora- 
tions, including miniature garages and automobiles, were 
made and purchased right here in Beaumont. 





Clever Window Display, A. L. Carter Lumber Co. 


One of the features of the display makes it distinctive 
and yet provides something that can be used anywhere 
is the ornamental street lighting system, which we have 
installed in miniature, yet accurately in comparison with 
standard ornamental street lighting systems. These lights 
are all illuminated at night, and lights also show through 
the windows of the houses. The entire display covers the 
window space of eight by sixteen feet. The rear walls and 
ends of the window represent a wide sweep of river, with 
the terraced park leading to its banks and wooded vistas 
at either end. In the foreground is an excellent repre- 
sentation of a paved boulevard, with sidewalks and park- 
ways on each side of the central paving and with orna- 
mental street lighting standards. 

Between the street and the terrace is a block of model 
homes, all cut to standard and made of lumber just as a 
full-sized house would be. Two are two-story, and the 
other a story and a half. The three represent the latest 
styles in small home architecture. They are fully equipped 
with doors and windows, and all accessories, and when 
lighted up at night, look cozy and homelike. Blue prints 
and specifications accompany each house and any contrac- 
tor can, from these plans, duplicate the model homes, full 
size. In this, we have the sales value, and the window 
has paid big returns. Above the display appears the words 
“Free Plan Service,” and beneath, the slogan, “Own a Home 
of Your Own.” 

The use of this display, alone has convinced us of the 
value of window display, even in the lumber business. 
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Elaborate Boot Shop is Opened 


Taste and elegance predominate in artistically 
appointed new Michigan establishment 


NE of the finest shoe shops in the middle west has 
been opened at 61 Monroe Avenue, Grand Rapids, 
Mich., by George Yager, formerly head of the ladies’ foot- 
wear departent of the Herpolsheimer store. Using ar- 
tistry, practicability and twenty-two years of experience, 
Mr. Yager has created a remarkable establishment, which 
is known under the name of “Yager’s Bootery.” By an 
arrangement with I. Miller, this new style shoe shop will 
display the same styles at the same time they are available 
in the I. Miller Fifth Avenue Shop, New York. 
Symbolizing unquestioned taste and elegance, Yager’s 
display windows are proven emissaries of the establishment. 
A full length, curved treatment in ivory bas-relief forms the 
backgrounds; a niche in each center sequestering a Chinese 
vase of artificial flowers in effective accord with the purple- 
ivory-orange color cheme. Black and white chequered tile 





Interior of Yager’s Boot Shop, Grand Rapids, Mich. 


is effected in the floor treatment and each window is fur- 
nished with an ivory bench, draped with long sinuous scarfs 
in gold brocade, purple velvet, chiffon and striped crepe. 
Embodying the color plan, a striped valance adorns each 
window top. 4 

Entering the shop, one finds a perfectly appointed recep- 
tion area, with deep-pile carpet and Oriental rugs. Further 
comfort is provided with richly upholstered walnut chairs, 
divans and seats having ornate cushions in the prescribed 
colors. A writing table with accessories, beneath a hand- 
some Florentine mirror, suspended by black and gold cords; 
splendid tapestries, which adorn the wall spaces at fitting 
intervals and a strikingly arranged glass display case of 
charming slippers and silk hosiery, complete the arrange- 
ment. Wall lights, floor lights, and evéry conceivable bit 
of comfortable, elaborate detail has been provided in the 
bootery, proper, and an air of elegance and refinement 
is apparent the moment one enters. Mr. Yager is receiving 
the congratulations of the shoe trade in general, on his 
new establishment. 


MERCHANTS WILL HOLD ANNUAL EXHIBIT 


Retail merchants of Rome, N. Y., have started work 
on a new hall at the Fair Grounds for an annual industrial 
and commercial exposition. The building will cost $2,000 
and will house the exhibits and displays of the Rome 
merchants. 
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| 
7 tells all the world that Spring | 
| is here! 


e e | 

Color Lighting | 

tells everybody what your win- | 
dows are showing for Spring. 


that you DON’T want all the People 


| 
IF your merchandise is something | 
i 


to know about 


| 
Don’t Use The | 
| 


Fashion Floodlight | 


i} 
and vice-versa! | 
| 





Model 75 


FASHION FLOODLIGHTS will | 
work for you night and day—they i 
will attract attention to your windows 
—yes, they will increase your sales! | 

an 


Just the unit to overcome those 
annoying reflections so prevalent in | 
plate-glass windows. | 

| 
I 


Write Dept. 12 for : 
literature and prices 


<<—10<——0 i 


Brieloff Mfg. Co. | 


: - 119 LAFAYETTE STREET ‘ 
NEW YORK i 
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L. A. FELDMAN 
FIXTURE CO. 


INCORPORATED 


32 WEST 32nd STREET 
NEW YORK 





Our New 1924 Model Form 


with a 
New Style Standard and Base 


The “DUO-TONE” 
This design can be furnished in all types 


of Display Stands for showing 
all lines of merchandise 


<—? <—? 
A 100% Constructed 
Quality from years 
Fixture of experience 
in the art 
Made of of Fixture 
Cast Brass Building 
<<? <0 





Finished in Lustrous Silver Nickel, Gun 

Metal and Burnished Brass, Japanese 

Bronze and Polished Brass, Verde 
Antique and Statuary Bronze. 





High in Quality—Low in Price 




















Bargain Circus is Unique Event 


All requisites of old-time outdoor show are 
provided in display features of sale 


With all the requisites of a real circus, the J. W. Knapp 
Co., of Lansing, Mich., recently conducted a “Bargain 
Circus” as the chief attraction of its semi-annual savings 
sale. J. S. Clark, display manager, reports that the un- 
usual display brought about a tremendously successful 
sale, and the novelty of the event is still being talked 
about in Lansing. 

The front of the store is in arcade style, comprising 
fifteen windows. Each one of these windows was fixed 
up to represent the side of an animal cage, with black bars, 





Front of J. W. Knapp Store During Bargain Circus 


one foot apart, next to the glass. The printed signs on 
the windows were in bright circus colors of yellow, red 
and black. Between each one of the island cases was the 
inscription “Main Entrance.” 

Pennants were suspended on the outside of the store, 
with a trapeze hanging down from the flag pole. The 
interior of the store was decorated with trapeze, rings, and 
horizontal bars, with purple and gold roping draped around 
these fixtures. Moving animals, such as giraffes, elephants, 
bears, lions, etc., roamed about the store interior, and big 
circus posters hung throughout the building. Peanuts, pop 
corn and red lemonade were sold, just as at the circus. 

At the bottom of each window was emphasized the 
slogan “A Menagerie of Bargains.” 





DISPLAYMEN FORM NEW CLUB IN ST. PAUL 


The Associated Display Men of St. Paul, is the name of 
a new organization which recently came into existence in 
the Minnesota city. A. G. Munro, of Schuneman & Evans, 
was elected president of the organization. Other officers 
are: Val Thomas, of Bannons, vice president; C. R. Scott, 
of Husch Bros., secretary, and C. R. Gregory, of Field 
Schilick & Co., treasurer. Three trustees have been elected 
as follows: R. G. Meirs, of the Emporium, G. W. Gastilius, 
of Macy’s and C. E. Oakland, of the Golden Rule. The 
displaymen will meet at luncheon in the Athletic Club 
each two weeks. 





USE WAX MODELS IN DISPLAYS AT GIMBEL’S 


Live models do not afford the opportunity of giving 
women an unlimited time to look over and inspect the 


‘garments displayed in style shows, and show rooms, ac- 


cording to Mrs. Dorothy Hall, one of the women’s wear 
buyers in Gimbel Bros., Philadelphia store. As a result, the 
Gimbel store has been showing many of its new styles on 
wax models. 
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QUALITY AND ORIGINALITY 


Ivanhoe Color Globes 


Most Valuable Display Idea in Y ears 





Holder for Pitts- 





burgh No. 51 and * Now you can double the advertising value of 
Holder for X-Ray on oe your windows. By the use of Ivanhoe Color 
Jove, and Jupiter Globes and Holders for window reflectors, 
Assembly of Ivan- Reflectors I ° . ( 
hoe Color Globe mmediate colored lights are available—the most novel 
5 tera Deliveries and valuable display idea in years! 


ieee | 


In ordering by mail state style and 
number of reflectors in use. 85 
Price Holders; each............ Cc 


Price of Color Globes; $1.10 


green, red, amber, blue, each_- 


Send for illustrated circular—any win- 
dow lighting problems will be handled 
by our new Window Lighting Division. 





fs STANFIELD DESIGNS 


The new Stanfield plateaus 

and tables are illustrated 

above. Latest models in dis- 
play fixtures. 


The Onli-wa: Fixture Co. 


St. Paul Ave. Dept D. W. Dayton, O. 

















CEORGIAN PLUSHES 


SILK PLUSHES SILK VELOURS 
Widths—24”, 36”, 50” Width—50” 
32 Colors 24 Colors 


PIECE LOTS ONLY NEW YORK OFFICE 


NO CUTS ; 50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 
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‘alias and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 

retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 














She Napooxooms 


WINDOW TRIMMING 


We especially solicit the Business of 
Display Fixture Houses and carefully 


7 WEST 3rd ST. 
NEW YORK CITY 


PLUSHES and VELOURS 


FOR 





fill same. 


SAMPLES SENT ON REQUEST. 





National Plush Co. 
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Jerome A koerbes. 





A Complete, Modern_and Practical Text Book, 

Authoritatively Presented and Profusely Illus- 

trated, Written by the Foremost Authority of 
DISPLAY AND DRAPING 


Jerome A. Koerber 
Display Manager, Strawbridge & Clothier 
Philadelphia, Pa. 


HE Art of Draping for Mercantile Dis- 

play is a text treatment, fully illustrated, cov- 

ering the subject in minutest detail. It begins 
with the first introduction of display and goes in 
complete sequence to the modern method of ap- 
plication of the art. 

The subject is handled in such a way as to be 
of the greatest help to all displaymen regardless 
of the branch of display work in which they are 
engaged. A book for everyday use. 

Profusely Illustrated—Substantial Cloth Binding— 
128 Pages——Page Size, 714x10% 


Per Copy $3.00 Postpaid 
Together with a year’s subscription to The 
DISPLAY WORLD for only $4.00. 


Send your order now to 


The DISPLAY WORLD 
CINCINNATI, OHIO 

















Clever Display in Hat Garden 


Second of chain of unique stores opened in 
the South provides real atmosphere 


S. W. Thorpe opened his second hat garden recently, 
this latest addition to the chain he is planning being located 
at 111 Bull Street, Savannah, Ga., and is quite an improve- 
ment over his first hat garden at Spartanburg, S. C., due 


‘to the fact that the store building is more suitable for 


the purpose. 

The idea being developed by Mr. Thorpe, which is un- 
der copyright and patent, is unique, and calls for display 
features extraordinary. The Savannah store has a frontage 
of 30 feet, with a depth of 90 feet, and before the present 
arrangement, was a two-story building. A bungalow, which 
can be observed in the accompanying illustration, faces the 
front entrance, but stands back 60 feet from the store 





Mr. Thorpe’s New Hat Garden, Savannah, Ga. 


door, with an upstairs which is called the mezzanine floor. 
This plan really makes a three-story building, out of 
one formerly only two floors in heighth. 

In the bungalow, to the right of the window, sits the 
cashier, overlooking the lawn, where hats are displayed 
under two definite prices—$3.50 and $5.00. The lawn is 
arranged with grass plats elevated from the floor twelve 
inches. The walk between the center plats, leading to the 
bungalow, is of tile. On each grass plat there is a lamp post 
six feet high, with a round globe of street effect. There 
are other walks, with side lawns and summer houses. On 
the walls are flower boxes, and overhead are Japanese lan- 
terns and parasols. The interior of the bungalow is arranged 
very homelike, with easy chairs and settees, and on the side 
walls are large glass cabinets for reserve stock. In the 
bungalow is also the elevator entrance to the women’s wear 
department. 

Three complete changes of scenery and accessories are 
made each year—for spring, autumn and winter—making a 
complete new store three times a year at a small cost. 
The hat garden idea promises to grow. 





GIVES ADDRESS ON BETTER WINDOW DISPLAYS 


Prof. F. A. Nagley, of the University of Oregon, recently 
addressed the twentieth annual convention of the Oregon 
Retail Merchants’ Association, at Portland, on the subject 
“Better Windows.” He told his audience that the success 
of a window depended upon the observance of the follow- 
ing rules; building displays from the floor up; use of 
price tags as a part of the window advertising; have a 
central figure; use one line or lines of merchandise and 
have them interrelated. 
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Background for Millinery Units 


Can be easily constructed and also used 
for small articles in windows 


An artistic and attractive background for millinery units, 
or small articles, that can be made by any displayman is 
illustrated herewith by J. J. Ralph, display manager of the 
Nonpareil Store, Sacramento, Calif., who describes the con- 
struction as follows: 

“A piece of composition board is covered with tan- 
colored duvetyn, across which is pinned some black ribbon 
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Unit Background Suggestion by J. Ralph 


to give the effect of French windows. A piece of brown 
canton crepe.is draped over the background to give a cur- 
tain effect. The curtain is caught with blue cords. A 
torchiere and a biege fox complete the setting.” 

The unit background would be effective not only for 
millinery and small merchandise displays, but would serve 
for small shops dealing in millinery, men’s or women’s 
furnishings. 





’ OHIO PAPER JOINS THE RETAIL LEDGER 


Retail Ohio, a publication which has been issued by the 
Ohio Council of Retail Merchants, has been combined with 
the Retail Ledger, published in Philadelphia, and a page will 
be’ devoted to the Ohio organization each month. 











Advertising 
Manager? 


If you do, you don’t want to be a half-way adver- 
tising man. You want practical knowledge that 
will aid you to succeed without loss of time. The 
Koester School’s Retail Advertising Course offers 
you the foundation on which to build the super- 
structure of your success. 

It will equip you for a better paying position 
in a comparatively short time and at little cost. 

The course can be studied at home or at the 
school. 


Do you want to be 
a Display Manager? 

A $15.00 a week clerk can 
soon be making $50.00 a week 
if he is an expért Display 
Man. Four or eight weeks’ 
time will give you our com- 
plete course. Get our cata- 
logue that shows the work of 
successful graduates and gives 
you course of study and 
prices. 


The Koester School 


314 S. Market St., Chicago 
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WINDOW DISPLAYS _ |} 


that mean business 


Novelty Backgrounds __| 


that are real money-getters ? 


STRAW HAT 


season is approaching $ 
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Special items for hat displays. ? 
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|| | NEW SPRAYS, NEW PAPERS, |} 
| BORDERS, MANIKINS,  |f 
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Get New Circulars 


Doty & Scrimgeour Sales Co., Inc. || 


“BETTER WINDOW DISPLAYS.” . 


30 READE STREET NEW YORK. || 
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Northern Fixtures Will Sell 


Your Merchandise 


Our line is up to the minute. We make prompt 
deliveries on 


wood or metal Wz 
fixtures, as wellas | 7” 
ladies’ suit forms, i 


shirt waist forms, 
men’s coat and 
vest forms, . ho- 
siery forms, etc. 
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25 Main St., S. E. : Minneapolis, Minn. 




















Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


Samples Gladly Furnished on Request. 


‘We also Carry a Full Line of Calne in 
a Very Fine Cotton Velour” 


The: Hydal Pash iGeranteny 


Established 1889 
36 East 21st St. New York, N. Y. 
Yours For Service “HYDOL” 














Window Links with Moving Picture 


Tremendous crowd attracted by live model in 
fashion show in advance of attraction 


One. of the greatest crowd-attracting window displays 
brought to the attention of the display field in some time 
was that recently installed by the Albert Pfeiffer Co., 
Providence, Rhode Island, in a very unique advertising stunt 
arranged by George M. Binger, advertising manager of the 
store. 

“Fashion Row” was the subject of the display, and it 
was linked up with the local showing of Mae Murray’s 
motion picture of the same name, except that Pfeifer’s “Fash- 
ion Row” was a week ahead of Mae Murray. The accom- 
panying illustration shows the drawing power of the event, 
and was a photograph taken of the crowd just after the 
traffic officer had cleared a space for the trolley cars. It 
was finally necessary to curtain the exhibition, and the store 
was forced to permit the model to stay in the window not 
longer than seven minutes at a time. 

The model, a very beautiful young lady, was attended 








Crowd Viewing Pfeifer’s Fashion Row Display 


by a colored maid. The double window was dressed with 
a boudoir scene, in which the model lounged, or walked 
around, changing her costumes from time to time behind a 
screen and posing before the crowds, while the maid held 
up a card displaying the price of the garment. In this way 
the store overcame the difficult feature of the entire propo- 
sition—a fashion display at the end of the season, linked 
up in a striking manner with a clearance sale. The window 


also contained several autographed photographs of Mae- 


Murray, the star of the picture, which helped give local 
color and prestige to the entire display. Furthermore, 
during the following week, while the picture was playing 
at the theatre, several of the girls from the Pfeifer store 
staged a fashion show there, displaying dresses and coats. 
The models were Pfeifer’s own store girls, and the gar- 
ments were taken from the store’s regular stock. 

The tremendous success of the event was best reflected 
on the tape of the cash register at the store, and by the 
number of calls recorded for garments such as those worn 
by the models. 

And thus Pfeifer’s have created a Fashion Row of their 
own, that bids fair to become an annual event. 





CO-ED WINS PRIZE POSTER DISPLAY CONTEST 


Miss L. W. Cook, a co-ed at Syracuse University, won 
the poster display contest for the Spring display week 
event conducted by retail merchants of Syracuse, N. Y., 
recently. More than 30 designs were submitted. 
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Louis Weisgerber Dies 


Death, for the first time. has entered the ranks of the 
Editorial Advisory Board of The DISPLAY WORLD, 
taking one of its most highly esteemed members—Louis 
Weisgerber, for the past five years display manager for 
Lord & Taylor, New York City. Mr. Weisgerber died sud- 
denly in St. Francis Hospital, Pittsburgh, Pa., Friday, 
March 29, following a nervous breakdown. He was forty- 
three years old on March 9. 

Mr. Weisgerber was taken ill while in his line of duty as 





Tue Late Louts WEISGERBER 


display manager for Lord & Taylor, in New York. He was 
advised to go to his home in Wheeling, W. Va., for a rest. 
Soon after arriving there he suffered a complete break- 
down and was taken to Pittsburgh, where he died soon 
after being removed to the hospital. Mr. Weisgerber was 
born in Wheeling, and in his younger years worked as a 
clerk in the George E. Stifel store. A few years later he 
went to Pittsburgh, associated himself with the Boggs & Buhl 
store, and rose to the position of display manager, going 
from there to Loyd & Taylor, where he became display 
director. 

Immediate recognition was given the remarkably artistic 
work of Mr. Weisgerber in New York. In addition to hold- 
ing offices in the International Association of Display Men, 
he has been a speaker on many programs, and was generally 
recognized as one of the leaders in the display profession. 
He was a bachelor, and, in addition to his parents, leaves 
a brother, Harry K. Weisgerber. The New York Metro- 
politan Display Men’s Club, of which the deceased was a 
member, paid fitting tribute to his memory and sent a floral 
tribute to the bereaved home. Mr. Weisgerber will be 
missed as an adviser and leader in the display field. 





For The Spring Opening 
Use the 
Timberlake Colored Light Screen 


Slip these Timberlake Colored Light Screens over the reflectors in 
your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10” in dia. Instantly put on or 
taken off. 

A Necessary part of the Display Man’s Equipment 

Take 10”x10” gelatin sheets which we can supply you with in Red, 
Amber, Green and Blue colors. 

Screens only, without gelatins, $7.20 per Dozen. 

Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen. 

Prices F. O. B. Jackson, Mich. 2% 10 days. 


J. B. TIMBERLAKE & SONS 
JACKSON, MICH. 











Means Results at Once! 


The ONLY Institute of Its Kind 
in the East. 


PRACTICAL INDIVIDUAL 
INSTRUCTION 
All Branches by Acknowledged Experts 


WINDOW DRESSING 


Many Positions are Available for Experienced 
Men Who Are Trained to Do this Work. 


Day or Evenings—Start Now 


CENTRAL INSTITUTE 
OF WINDOW DRESSING 


256 West 34th St. New York City 
AT PENN. STATION 


Telephone, Chickering 5595 





SHOW CARD WRITING—POSTER ART 


Complete 5 Months’ Course—Practical Indi- 
vidual Shop Instruction by Experts 
Day or Evening, $50 


PENNSY SIGN CO. 


256 West 34th Street New York City 
At Penn. Station 
























































No. 5.61—Bouquet of No. 5.78 
Assorted Flowers Narcissus Plant 


HOW TO ADVERTISE— 


While the earth is covered with snow 
and ice, our Everlasting Narcissus, Tulips, 
Roses, Plants, Trees, etc., are always in full 
bloom. 


Write today for our 
SPRING CATALOGUE NO. 5 with illustrations 
in colors of Artificial Flowers, Plants, Vines, etc. 
MAILED FREE FOR THE ASKING. 


Frank Netschert, Inc. 


61 Barclay Street New York, N. Y. 
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Shirt Stand 
No. 1703-S 


Shoe Stand 
No. 1782-S 


Fixtures for the Merchant Who 
is Thrifty 


We make only wood display fixtures. 
Before buying any more fixtures we sug- 
gest that you get our catalog and compare 
styles and prices. We know we can save 

you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, II. 
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New Clubhouse for Displaymen 


New York Metropolitan Club takes initial step for 
new building to house its quarters 


A campaign for new members with the view of having 
a club house of their own, where they can gather daily, 
was the main subject taken up at the regular March meet- 
ing of the New York Metropolitan Display Men’s Club, 
at the Hotel Breslin. The new officers nominated at the 
last meeting were unanimously elected and installed. 

The meeting was an open night and a large number of 
display fixture manufacturers were present.. The plan for 
a clubhouse was revealed to the manufacturers and at such 
time as the club is ready, they will be invited to join as 
associate members. 

In connection with the clubhouse, it is the plan of the 
members to have a rest room or library where a complete 
file of books and data on lighting, color, effects, art work, 
period furniture information and other matters that can 
be referred to in connection with the daily work of the 
displayman. 

Visitors from out-of-town will be invited to use the 
club house as a meeting place. They will be able to make 
arrangements to meet their friends at the club and pos- 
sibly transact businéss with them. A committee to investi- 
gate the possibility of securing such premises and the de- 
tails of expenses, etc., will be appointed by the president 
in the near future. 

Edward Munn, display manager for Franklin Simon & 
Co., recently sojurned at Atlantic City to recuperate from 
an attack of influenza. Eddie is now back on the job again 
and is beginning to look his old self. Everybody welcomes 
him back. 

Herman Frankenthal, of B. Altman & Co., was a judge 
at the spring opening of the retail shops in South Norwalk, 
Conn., recently. Mr. Frankenthal was given a wonderful 
reception when he visited this little old Connecticut town. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for April, 1, 1924. 
State of Ohio, County of Hamilton, ss. 

Before me, a notary public in and for the State and County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

1. That the names and addresses of the sec eyed editor, man- 
aging editor, and business managers are: ublisher, The Dug 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Clyde 
P. Steen, 1209 Sycamore St., Cincinnati, Ohio; managing editor, Clyde 
P. Steen, 1209 Sycamore St., Cincinnati, Ohio; business manager, 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio. ; 

2. ‘That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C. E. Menefee, 528 Walnut St., Cincinnati, Ohio; Maude Menefee, 2018 
Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, 540 Stewart Place, 
Cincinnati, Ohio; Stella Silverblatt, 3561 Lee Place, Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 

here are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security .holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 
than as so stated by him. 

NATHAN SILVERBLATT 

(SEAL) 

Sworn to and subscribed before me this 1st day of 
April, 1924. CHRISTIAN W. TIEMAN. 
(My commission expires April 4, 1924.) 
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National Display Contests 
(Continued from page 24) 


but the service had another feature which should not be 
overlooked. Where the window was trimmed by a pro- 
fessional window trimmer, a man especially trained and 
one who knew his business, invariably the dealer was so 
pleased with the display, that it was permitted to stay 
in the window from a week to ten days after the news- 
paper campaign was terminated. This additional time 
more than offset the expense. ; 

The first award was given The Emporium Mercantile 
Co., St. Paul, Minn., which used an entire battery of win- 
dows for the Eline contest displays. Second prize went 
to the Dow Drug Co., Store No. 3, of Sixth and Vine 
Streets, Cincinnati, Ohio, where Charles Fleischmann, the 
expert displayman; kept up his reputation for prize win- 
ning windows. Third prize was awarded the Powers Mer- 
cantile Co., Minneapolis, Minn.; fourth, Crosby Brothers 
Company, Topeka, Kansas, with an artistic story—window 
arranged by Raymond T. Whitnah, one of the country’s 
noted displaymen, and fifth, The Fair Department Store, 
Anderson, Indiana. 


Karnack Window Display Contest Proves of Interest 


_The prize window display contest conducted by W. & 
J. Sloane, 575 Fifth Avenue, New York, for displays of 
Karnak Rugs is creating much interest and will close May 
3lst. The awards will be made on simplicity, originality, 
attractiveness and sales value. First prize is $100; second, 
$50; third, $25, and ten prizes of $10 each. 


Nettleton Shoes Provide Subject for Good Contest 


The second annual Nettleton window display contest has 
been opened by the A. E. Nettleton Company, of Syracuse, 
N. Y., and will close July 1, 1924. One hundred fifty dollars 
and five pairs of Nettleton shoes will be paid for the eight 
best photographs of windows submitted; $5 to the indi- 
vidual building the most attractive, sales pulling, exclusive 
Nettleton window display; $50 to the second best and $25 
to the third best, one pair of Nettleton shoes being given 
to each of the next five winners. Photos should be sent 
to the Store Service Department. 


Curity Cheesecloth Wants Ideas for Displays 


The Lewis Manufacturing Co., of Walpole, Mass., is 
conducting an interesting contest for counter displays, and 
will offer $50 for the best suggestion on Curity Sealtyte 
counter or window displays. For every other idea received, 
which is published, the company will pay $10. The con- 
test closes April 20th. 


Hickok Belt Contest Will Draw Unusual Interest 


In a full page advertisement in this issue of The 
DISPLAY WORLD, Hickok, the belt manufacturer, of 
Rochester, N. Y., announces the annual contest for business 
building window displays. The first prize award is worth 
going after—$500. A second prize is $200, third prize of 
$100, and ten fourth prizes of $20 each are also offered. 
The window displays must be used between June 12th and 
June 26th, in conjunction with Saturday Evening Post ad- 
vertising, and between July 10th and 24th. 





BECOMES DISPLAY MANAGER OF IOWA STORE 

Thomas J. Frey, formerly of Michigan City, Ind., and 
Marshalltown, Iowa, is now display manager for Kline’s 
new store at Clinton, Iowa, and has 100 square feet of new 
window space, including 3 42-foot frontage, under his 
direction. 
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SPECIAL OFFER — 900 ROLLS 


VELOUR PAPER 


8 Yards Long—22 Inches Wide 


Blue, Purple, Light Green, Moss 
Green, Red and Tan, Per Roll__ $ 1 50 


New Spring Panel Designs— 
Samples on Request. 


MURDISON DISPLAY SERVICE 
1095 Genesee St. Buffalo, N. Y. 














LIGNINE (Wood) CARVINGS 


UNBREAKABLE 


Cheapest and Best Trim Made. 

WILL LAST FOR YEARS 

Will help Create—Beautiful 
Backgrounds, Panels, Screens, 
etc. 

Period designs, Heads, Scrolls, 
Wreaths, Rosettes, Shields, Fes- 
toons, etc. 

New No. 9 Catalog and 
Samples FREE. 


Ornamental Products Co. 
West Lafayette, 
Detroit, Mich., U. S. A. 




















Neville’s School of Applied Arts 


Courses in 
Window Trimming and Show Card Writing. 


510-11-12 Dekum Bldg, Third and Washington Sts. 
PORTLAND, OREGON 





























THE KINNEAR ARTCRAFTS 
Window Settings and Novelties, 


Art Panels, Scrolls, Backgrounds 
Correspondence solicited. 


19 EAST 15th STREET NEW YORK 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
‘self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 
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The Display Publishing Co., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—12 issues— 
beginning with the next issue. Address magazine as follows: 


CORREO HEHE OEE EHH EEE EHH EEE EEE OEE SHEESH HEE EE EEE EEE EES 


Note—Remittance by check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additional, 
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Mystery Window Starts Talk 


Followed up by interesting story display, it is 
found to bring good results 


By C. CARROLL COOPER 
President, C. Carroll Cooper Organization, Baltimore, Md. 


IVING advance notice of a forthcoming window display 
will create as much, if not more, interest as the ad- 
vance announcement of a forthcoming circus or theatrical 
attraction, provided it is surrounded with sufficient mystery. 
We found this to be true recently in Baltimore, and have 
continued the effort from time to time, as it never fails 
to bring people back to the windows to see the actual 
display when it is installed. 

To create the advance mystery, however, a mere sign, 
or partly bare window does not suffice. There must be 
some element of artistic appeal in the advance display. 
Illustrated herewith, is the idea of a mystery window as 
I worked it out and installed it for the Hecht Furniture 
House, of Baltimore. The mysterious announcement in 
the background: “There is Something in the Air. Watch 
this Window Friday Evening, February 29th,” was greatly 





Mystery Window, Idea by C. Carroll Cooper 


enhanced by the soft clinging background in grey, with 
overdrapes of blue and gold. 

The lighting for this display, which was subdued, was 
furnished by two blue and gold reed lamps. The Hindu 
girls were finished in gold and brilliant colors. This win- 
dow, running a week previous to the opening of a new 
radio department in the store, caused widespread atten- 
tion. The merchandise displays of radio, which followed, 
were viewed by throngs, whose curiosity was aroused by 
the unusual display which had preceded it. 

The treatment of the furniture display illustrated was 
influenced by the Egyptian motif in the tapestry of the 
suite. The background was of sheered black silk, with the 
valance and border of blue and old rose. The Sphinx, in 
gold and colors, was mounted on a blue fabric covered 
platform. Perched at the top of the self tapestry was an 
Egyptian beetle in jade, blue and rose. The whole display 
was enlivened by two spot-lights. 

We believe in the productive power of unusual displays, 
and develop many feature windows, because follow-up 
investigations and much research work have proven the 
unlimited selling and advertising power of such displays. 





NOW DISPLAYMAN FOR INDIANA MEN’S STORE 

F. O. Glander ,who has, for some time, been display 
manager for W. H. Lyman & Co., of Kewanee, IIl., has 
accepted a position as combination advertising and display 
manager for The Daniels Store, Indianapolis, Ind., known 
as one of Indiana’s largest men’s stores. 
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News Trims Innovation 

(Continued from page 13) 
but in increasing the prestige of the establishment. 
Through the news and editorial displays the store im- 
presses the citizens with its deep interest in human 
affairs : it becomes something more than a mere retail- 
ing establishment, because in this manner it keeps its 
customers and prospective customers informed upon 
topics of the day, and it offers them the opinion of its 
managers upon subjects in which the public should be 
interested. 

“We have found that these windows cause general 
comment throughout the city. Through a judicious 
allottment of space to displays of this type we have 
collaborated with the newspapers to such an extent that 
the housewife is likely to say to her neighbor, ‘Did you 
see Scruggs’ boost on the proposed bond issue?’ in- 
stead of mentioning the name of a local newspaper 
which carried a more exhaustive collection of facts and 
details than we could hope to incorporate in the most 
elaborate trim. Then, too, the news window serves to 
attract attention to our other windows in which we 
present only merchandise. The passerby who is halted 
by a presentation of some current topic is quite likely 
to investigate the other windows of our store. If he 
does this he will eventually see something in which he 
is more than passably interested. This will cause him 
to enter the store. With that, our responsibility to the 
establishment ceases. He is then in the care of the 
sales force. 

“Our display department, as is generally the case, 
is closely associated with the advertising staff. When 
a campaign is planned for any particular department 
we receive orders to allot a certain amount of space to 
the merchandise carried in that section. If possible, 
we set off the trim by innoculating it with an element 
of news; if not, we go to quite an extent in arranging 
something original. 

“The window in which we present these news dis- 
plays is on a corner location ; on either side is a row of 
regular merchandise windows. Through careful study 
we learned that it was not good policy to show mer- 
chandise of about the same grade on either side of the 
news trim. This is because the news window will 
attract everyone, from those who have no money with 
which to purchase to the most discriminating shopper. 
Therefore, we place a high-grade line of merchandise 
to the right or left of the news trim, and a showing of 
very cheap merchandise on the opposite side. If the 
passerby has been momentarily attracted he will see 
both of the other windows; one of them will be more 
attractive to him than the other, and that one will con- 
vince him that we cater to his class of trade.” 

As Mr. Williams has stated, the news windows 
attract both the discriminating shoppers and the bar- 
gain hunters. News, as the editor would say, is news; 
and its value does not change with the type of person 
to whom it is presented.” 
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MPYRUP 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND _ ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 

















Why not give your displays “distinc- 
tion” by adding the touch of unusual 
color—striking contrasts and _ subtle 
harmonies? ‘“Enamelac” will do it 
for you. It dries over night, is water- 
proof, and made in twenty-two beauti- 
ful colors. Can be used on back- 
grounds, wood or metal fixtures, fur- 
niture, pillars, etc. Color card and 
circular 


BOOKS YOU NEED 
“Lettering,” by Stevens Laie aiccwaiwd $3.25 
“Theory of Color,” WOU. esis c cess 4.50 
“Art Simplified,” by Lemos....... 4.25 
“Cartoonist Art,” eee 2.10 


All sent postpaid. 


THE PRANG COMPANY 


1922 Calumet Ave., Chicago. 


Enamelac 


The New Air-Drying Decorative Art Enamel 


ostpaid, $3.25. 
118 EB. sth St, New York 








“Enamelac Outfit” 
In hinged box with 
six colors: Turpen- 
tine, Shellacand 
three Brushes, com- 
poe. ready for use. 











VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design ; 
the proper valance for you, no charge for this service, { 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 


FINDLAY, OHIO 




















42 THE DISPLAY WORLD 


Sun and Water & 

proofed valances 

with gold border 
Price 90c ft. 


Tailored 
Valances 
$1.50 ft. 


and up. 














Estimates Given Without Obligation. 


CAMDEN ARTCRAFT CO. 
160 NORTH WELLS ST., CHICAGO 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. ‘Thousands of 
Kleradesks are giving entire satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space tharatray. Sent FREE trial. 


leradesk 


ROSS-Gould Co 
130 N. 10th 
8ST. LOUIS 
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Mailing Lists 
Will help you increase sales 
Send for FREE catalog showing 
details covering names of your 
= tar end - ons are given on 

ir 
thousands of different Mailing Lists. 


999% Gata 


Ross-could Co ae. St. Louis 
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STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 
ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 











ACME DRAPERY CO. 


Manufacturers of 
Curtains and Draperies for Store Windows 
VALANCES — PANELS 
567 Third Avenue Dept. A New York City 
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Manufacture— Use of Wax Figures 
(Continued from page 20) 


stuff, but getting down to brass tacks, if you haven't 
this sense or feeling, and you cannot acquire it, you 
absolutely cannot. do art work. 

Our process of putting on the complexion finish of 
a wax figure consumes about forty hours in the drying 
and retouching time. . We do not use an oil finish in 
any form and no oil finish will dry sufficiently hard to 
carry the result we wish to obtain. That result, in 
connection with our color and skin texture, is our 
washable finish by which we are able to wash our 
figures with ordinary soap and water without the 
slightest injury to the color or velvety skin texture. 
We call this a perfect washable finish, perfect insofar 
as all ordinary finger prints on the arms or neck, store 
dust, discolorations, can be removed by the simple pro- 
cess of washing with ordinary soap and water. This 
knowledge of our finish would save many dollars of 
expense spent in the habit of having your wax. figures 
refinished twice a year, continually removing the old 
finish, and each time more or less of the original wax 
modeling, until they soon become only a shadow of 
their former selves. 

Real finishing of a wax figure costs time and money 
and real finishing saves time and money, as it gives you 
that opportunity and conyeénience of being able to 
wash their face and hands the same as a human being, 


and have them presentable to show any time you want , 


to use them, in place of their lying around your dis- 
play room, too dirty to use, until someone comes around 


to clean them for you, together with that additional 


expense. I wish I was able to intelligently describe 
this finish in words; what we do, and how we do it, 
because I feel you would have more confidence if you 
knew. Maybe someone could tell it, but I cannot. Our 
arms and hands go through exactly the same process, 
paying very particular attention to the modeling and 
veining as is indicated in our life casts. We also at- 
tempt to put these veins under the skin, not on the out- 
side. Our results are always the last word in what we 
are capable of doing, but I admit we are never satisfied. 

We now come to the eyelashes, which are a cleverly 
made little piece of hair work, the hair in it of varying 
lengths being attached to a narrow piece of thin tape 
ready for the applying to the wax eyelids. After these 
eyelashes are applied to the wax lids we come to the 
last make-up, the hairdressing. Our organization em- 
ploys an expert whose duties are nothing elese but 
doing the latest style of hairdressing. We are now 
ready to assemble the head and arms with its body form. 

During this time in making the wax head and arms 
we have also been making this papier mache form by 
pasting from the mould as described in our article on 
mould making: Separate sheets of paper cleverly torn 
and moulded closely into every outline of the form 


oe 


(Continued on page 58) 














THE DISPLAY WORLD 45 


Spring Display Aided by Sign Boards 


Unusually attractive background afforded by reproducing 
bulletins used by Chicago store in advertising 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


VO those interested in making the window dis- 
plays tie tip with other forms of advertising, 
the Spring displays of E. H. Leaker, display 
manager for The Hub, Chicago, stand out as most 
notable examples of what may be accomplished along 
this line. 

One of these displays features a 30-foot window 
of Stetson Hats, with a life-size reproduction of one 
of the company’s Spring billboards in the background. 
The size of this board is seven feet high by eighteen 
feet long, done in oil, on canvas. The second display 
is constructed in a similar manner and advertises So- 
ciety Brand Clothes. The life size reproduction has 





closed the painting. Lighted from the top and bottom 
by many concealed lights and surrounded by a drape of 
black silk velour, the attraction power of this window 
can well be imagined. 

Aside from the tremendous stimulation to the sales 
following the installation of this display, the greater 
value was demonstrated in impressing the minds of so 
many people with the fact that The Hub is the head- 
quarters for Stetson Hats, while these hats are sold at 
many other Chicago stores. Incidentally, whenever the 
average Chicagoan sees a billboard or newspaper ad- 
vertisement for Stetson.Hats, he will quickly remember 
this window and the store making the display. 





E. H. Leaker’s Clever Utilization of Sign Board Displays for The Hub, Chicago 


been quite an innovation, and has attracted much favor- 
able attention among all merchants, displaymen and 
others interested in the field of display. 

The hat display was the first of the two windows 
put in. To say that it attracted attention would be 
putting things mildly, for it stood out from across the 
street more vividly than when right up against it. The 
hat display consisted of five distinct unit groups, each 
featuring a different color hat, and everything about 
the placing of each hat was perfectly done. The 18 x7 
foot painting in the back was a reproduction of the 
regular Spring billboard advertising Stetsons, and was 
done in oil on canvas. An elaborate gold frame en- 


The Spring display of mens clothing was in three 
units. The window is thirty feet long and seven feet 
deep. The sign in the background was another bill- 
board reproduction of the signs appearing generously 
in and around Chicago at the same time. The picture 
was well done and mounted in a heavy gold frame. 
Black silk velour was draped in the background of the 
window and-footlights, and toplights, concealed, bring 
out in clear relief every feature of the 18x 7 billboard. 
The display not only proved a very attractive and 
unique way to force attention to Spring clothing styles, 
but a most effective way of tieing up the store windows 
with the billboard advertising program. 
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COAST DISPLAYMAN CHANGES POSITIONS 
Hector Wilson, formerly display manager of the Sam- 
uel Leask Store, in Santa Cruz, Cal., has accepted a posi- 
tion as display manager of The Bon Marché store in 
Sacramento, Cal. He has many friends who anticipate 
great success for him in the Sacramento Valley. 





DISPLAY SPACE IN STORE INCREASED 
Goldstein & Moseson, Lexington, Ky., have found it 
necessary to add an entire new set of display cabinets 
in their ladies’ ready-to-wear department, which was opened 
only three months ago, due to the success of the store. 


RETAILING CLASSES SHOW BIG INCREASE 
According to Dr. Norris A. Brisco, director of the New 
York University School of Retailing, enrollment in the day 
and night classes for this semester has reached the new 
high mark of 675 students, of which 510 are attending the 
evening classes. 





NEW VICE-PRESIDENT IN FLEISCHMANN FIRM 

The Fleischmann Company has just announced from its 
executive offices 701 Washington Street, New York, the 
election of H. B. Miller as a vice-president. Mr. Miller will 
have offices at 695 Washington Street. 
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Simplicity Best in Use of Crepe Paper 


Lines of decorations should frame goods and lead the eye to 
the centers of interest in window display 


By WM. A. NORWOOD 
_ Advertising Manager, Dennison Mfg. Co., Framingham, Mass. 
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HERE are many ways to use crepe paper, 
aS Paper festoons, and streamers for window 
la | background effects. Care should always be 
taken to have the decorations simple, so that they will 
not detract from the merchandise. Indeed, the deco- 
rations should be so much a part of the display that 
the passerby will see them only in their relation to the 
whole. By this we mean that the lines of the decora- 
tions should frame the goods, lead the eye to “the 
centers of interest,” or perform some similar function 
which will lend emphasis to the display. 

Picture space is a surface bounded by frame lines. 
When an artist composes a picture he arranges various 
elements—fields, trees and clouds, for example—har- 
moniously within the frame lines so as to bring out the 
purpose of the picture. A successful illustration or 
art production is made so because of good composition. 

The empty show window is very much like a pic- 





ture space. It has boundaries—frame lines. The win- 
dow decorator arranges his elements (decorations and 
merchandise) within the frame lines to bring out the 
purpose of the display. Of course, a window with its 
three dimensions is more complex than a picture space ; 
but many of the rules of composition which artists 
apply to pictures can be followed in window displays. 
For example, let us consider lines. Lines which 
demand the most attention are those that cross. They 
focus attention at their intersecting point. This is the 
reason you quickly notice the railroad crossing signs. 
They get instant attention! The human eye acts pecu- 
liarly and almost independently of consciousness, and 
this peculiarity may be catered to in window dispiays. 
This is how festoons, streamers and tubes, made bv 
stretching strips of crepe paper, can play a. most im- 
portant part in a display. By tacking them so that they 


(Continued on page 58) 





Showing Use of Crepe Paper in Artistic Display of National Product 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 















GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 
141 Fifth Avenue, New York 
New York City and 200 Mile Zone. Special Department to 
concentrate on Summer Resorts, Rockaway to South Hampton, 
L. I., all New Jersey resorts, Asbury Park, Atlantic City to 
Cape Cay, Mts. 
837 Ideal Locations where the crowds will be all summer. 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 





SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 


VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 


Backgrounds and trims designed and executed. 





THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window’ Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service in Greater Boston 
and vicinity for National Advertisers. Displays in- 
stalled and delivered. Locations secured. Reporting 
and checking up of displays installed by dealers. 


UNIVERSAL WINDOW DISPLAY SERVICE 

OF NEW ENGLAND 

739 Boylston Street a Boston, Mass. 
Window Display Service Throughout New England 

National Manufacturers’ Campaigns Our Specialty. Service en- 

dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 

Gainsborough Hair Nets and others upon request 





HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco 
National and Local Display Service 


Choice window locations obtained in San Francisco 
and Bay Counties, covering four million population. 





DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 


Norbert Felix, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, IIl. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





HERMAN J. WIBEL, Inc. 
170 5th Ave., New York City 
Dealer Helps of every description—Lithographed and 
Printed Cutouts and Cards. Photogelatine Prints and 
Photographs in quantities. 


Glass and Electric Signs. 





WINDOW-BOOTH-FLOAT 


P rd DISPLAYS 
Specialists to Druggists and 
1 DISPLAYS National Advertisers 


Sexe Meancnanowe Best Locations Available 
190 N. State Street. Chicago, Ill. 





C. CARROLL COOPER ORGANIZATION 
Charles & Hamburg Sts., Baltimore, Md. 


Specialists in the development of Window Displays for Mer- 

chants and Manufacturers. Send for our newest booklet, “Sales 

Promotion of Trade-marked Merchandise Through Window Dis- 

play,” containing detail of procedure for successful Dealer 
Display Campaigns.” 





YOUR ORDER NOW 
WILL GET YOUR AD 
IN THE NEXT ISSUE 








ONE OF THESE SPACES 
COSTS ONLY 
$5.00 
PER MONTH 
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5 rhe Buffalo Prepares for I. A. D. M. 
A SERVICE THAT SAVES | “uztish.ccnr.crcctiedstese 
YOU TIME AND MONEY Sn 


“Buffalo Welcomes You,” “On to Buffalo,” and a host 


Our central location and unexcelled of other slogans are now being circulated among display- 

if ag men and others interested in the Twenty-seventh annual 
transportation facilities enables us to convention of the International Association of Display 
give you prompt and efficient service Men at Buffalo, N. Y., June 23 to 26, inclusive. One hundred 


thousand stickers, bearing the first slogan, and the illus- 
tration of a displayman, hand-bag in hand, shaking “hoofs” 
sonable prices. with a gigantic buffalo, are being circulated throughout 
the country, and are being generally used. 

Clement Kieffer, Jr., convention director and Ellwyn Mc- 
Eachnie, director of demonstrations, report that some 
of the country’s most prominent displaymen are being 
added to the educational program daily. Herman Frank- 
enthal, display manager for B. Altman Co., New York, 
pioneer member of the I. A. D. M., will officiate in the 
educational program, revealing some of his latest drapes. 

Charles W. Morton, display manager for the Wein- 
stock- Lubin Co., of Sacramento, Cal., who officiated at the 


and high-class illustrations at most rea- 








r I. A. D. M. convention in Buffalo twenty-four years ago, 

IAING KG GN ry | ; has accepted Mr. Kieffer’s invitation to respond to the ad- 
dress of welcome. Among other prominent figures in the pro- 

We FEATURE \. fession, who will co-operate in staging the educational 


features are H. H. Tarrasch, Jerome A. Koerber, R. T. 
Whitnah, Lothar F. Dittmar, E. Dudley Pierce, Jack Cam- 
eron, Charles Wendell, Benjamin Millward, E. H. Bates, 
George Rooney and many others who are answering the 
call daily. All demonstrations will be of pure educational 


Oke value. 


A call for demonstrations, in the form of entry blanks, 

ih econ has been mailed out and if you did not receive yours, and 

; have an idea you wish to put across, write Ellwyn 

"ast ; McEachnie, care of Jahraus-Braun Co., at once. 

295 W. Fourtn St. @ If you have not made hotel reservations, do so at once 

J and avoid that fatal last minute rush. Write Charles Mc 

CINC| NNATI. O. ; Kernan, of the Michael J. Leo Company, or direct to the 
Statler, Lafayette, Buffalo, or Ford Hotels. 

Buffalo is looking forward to receiving the largest dele- 
gation of displaymen from Canada (America, too), that 
ever attended an I. A. D. M. convention. A special day 
has been reserved to be known as “Canadian Day,” which 
promises to be of unusual interest and of real educational 
value. These chaps are “live-wires,’ and mighty good 
dislaymen. Buffalo is within one night’s ride of more than 
half the population of the United States and Canada. 

B. A. Rainwater writes that Buffalo stands very high in 
the display profession and says that his home city, St. 


HALF TONES—ZINC ETCHINGS Louis, is very strong for the great Buffalo.club, and the 
PROCESS COLOR PLATES FOR pep being expressed in behalf of the Buffalo convention. 


He assures a strong delegation from St. Louis. 
First, second and third prizes will: be awarded for every 








| Catalogs, Folders, Booklets, Broadsides, competitive club or individual demonstration, in addition, 
| Car of course, to the regular I. A. D. M. photograph and show 
| Envelope Stuffers, Sales ds, card classes. Mail all photographs and cards to Wm. J. 
| Newspapers and all forms of Ambroski, contest clerk, Abbott Road, Back, N. Y. 


Charles Haas, chairman of entertainment, has arranged 

a most extensive program, including a motor trip to 
ADVERTISING Niagara Falls, lake ride and Mardi Gras night at Erie 
Beach, Canada, sight-seeing trips and a luncheon for the 
ladies, yes, and some other wonderful surprises which 
| ' Charlie refuses to reveal just yet. The annual banquet 


| will be held in the new Hotel Statler Ballroom, with en- 
A 4 | tertainment and music second to none in our history. 














Try us out on your next order. 
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Pacific Coast Spring Displays Artistic 


Linked up with motion pictures, models of stars are costumed : 
with original dresses worn in productions 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


EHOLD! A “make believe” garden ushers in spring 
at Barker Bros. Furniture Co., Los Angeles. 
ne One glimpse in the window and you are immedi- 
ately carried out of the work-a-day world and 
into a perfect bower of garden loveliness. 

The background which ordinarily separates the win- 
dow from the interior of the store has been removed and 
this beautiful setting extends the full length of the store 
more than one hundred feet. It is possible for one to 
wander about beneath rose trailled arbors or pergolas, from 
which hang clusters of wisteria and thus gain an inspira- 
tion for the arrangement of their own gardens, patio or 
porch most beautiful. Never before has such an elaborate 
display, or one requiring so much preparation, been at- 
tempted as this gorgeous arrangement in the main store 
of Barkers. To the front, truly the display window, is the 
patio with gray marble pillars while the floor is of gray 
and black tiles in a design. Here is the table and chairs 
of wrought iron with gay-colored cretonne covers festive 
with china tea service. The radio music induces one to 
linger longer and loose themselves in the enchantment of 
the bower. 

Back of this are pergolas with red tiled paths bordered 
with soft green grass. Here and there among masses of 
ferns and trellis or roses are convenient hammocks which 
are of paramount importance with the approach of summer. 

Numerous are the groups of captivating furniture for 
indoor and out upholstered and colored, unupholstered and 
natural, complete groups and single pieces in remarkable 
array, most of which was designed in Barker Bros., own 
studios and manufactured especially for them. There are 
decorated reed, the “Lindhurst” groups of dull blue with 
apricot-colored cushions. Fiber, peel cane, also sea grass 
furniture or maple and cane for porch or cabins, all in 
readiness. This display is a feature of the spring opening 
and during the week of March 31 to April 5, the store is 
open in the evening from 7 to 9 o’clock. 

Another of Barker Bros., most attractive and wonderful 
displays received its inspiration from Mary Pickford’s 
latest production “Dorothy Vernon of Haddon Hall.” The 
paneled walls of black walnut which formed the back- 
ground of the window as well as the furnishings are the 
same as used at the Fairbanks—-Pickford Studios. The 
furniture of the Early Elizabethian period is from the an- 
tique furnishings department of Barker Bros. Even the 
chandliers, the rugs, the numerous ornamentations in the 
room are of this period and absolutely correct in detail 
and appointment. On the landing of the stairway stands 
“Mistress Dorothy,” wax figure modeled from Mary 
Pickford herself. The figure is of such a lifelike resem- 
blance of “America’s Sweetheart” that it is readily recog- 
nized even in her elaborate silken garment fashioned so 
many centuries ago. In a stiff high back elaborately carved 
and ornamented chair in the foreground of the window 
sits a wax model representing Queen Elizabeth wearing the 
same garments as worn by Clara Eames in the: photopliay. 

The corner window at Broadway and Eighth, at Ham- 
berger’s, which has been closed so many months was un- 
veiled March 15. Crowds gathered about to get a glimpse 






of one of the largest, most beautiful, and expensively con- 
structed display windows in the world. The background 
is of plastic relief work in an elaborate design, with stip- 
pled panels associated with canestone. The base boards, 
about twelve inches in width are of black onyx marble, while 
the floor is of Italian marble in 24-inch blocks with a parquet 
border of smaller blocks in several colors with black onyx 
predominating., A large fan shape panel is constructed of very 
expensive materials, covered with rose silk over which is 
an open work design of gold. A beautiful glow of light 
filtering through the open work throws the design into a 
distinct relief. In front of this panel is an ornamental store 
bench. Over this setting is a canopy draped in silk velours. 
All this makes a very elaborate and exquisite decorative 
unit. 

Since the unveiling of the window Mr. Ahlroth has had 
in place a number of effective displays. One of the displays 
he featured an especially posed wax figure playing the 
piano. For another display a radio concert proved the 
inspiration. Both of these displays the merchandise shown 
was ultra fashionable evening gowns. The most attractive 
display featured during the week of April 1, was associated 
with the recently released photoplay, “Nellie the Beautiful 
Cloak Model.” A wax figure modeled from life of the 
screen star Claire Windsor, gowned in the same garments 
as worn by Miss Windsor in filming the photoplay is the 
attractive central feature of this display. 

Hale Bros. Inc., of Sacramento, staged an annual revue 
of spring fashions. The show took place on the second 
floor of the store. The background of the settings sug- 
gested the interior of a country club house. The prom- 
enade leading from the door of the club house, extending 
out into the room was banked on either side by natural 
ferns, palms, and large vases filled with natural flowers and 
smilax. At the far end of the promenade was an electric 
fountain made most effective by the use of colored spot 
lights. The revue was arranged according to three groups, 
first, living models who displayed summer sports wear. 
The second part was called the “Promenade of Fashions,” 
during which more formal garments for afternoon ard 
evening wear were displayed. The final was the bridal 
party; complete and charming in every detail. Mr. Lewis, 
the display manager, is to be highly complimented, as it 
was through his efforts as supervisor and director, that this 
revue was such a success. 





SEVENTY-THIRD ANNIVERSARY CELEBRATED 


F. & R. Lazarus & Co., recently celebrated the 73rd 
anniversary of the store, at Columbus, Ohio. The front 
lobby windows and the store interior were decorated with 
cartoons depicting Columbus in 1951, which will be the oc- 
casion of the store’s one hundredth anniversary. At the 
rear of the store, a stage was set up, giving a bird’s eye 
view of the downtown district at that time. In the four 
big front windows were displayed other paintings, picturing 
the future civic center, the local aviation field and the 
building development around the State house square—all 
representig the city twenty-seven years hence. 
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With the New York Displaymen 


Special plaque for shoe displays proves unique—Many novel 








window displays mark the Spring season 


By WILLARD D. HART 
Special Correspondent, The- Display World 


| Paenesna annual sale events have been the means of 
bringing out some unusual window displays in the 
local shopping district during the past month. What other- 
wise is concentrated showing of women’s wearing apparel 
for the new spring season has been made more varied with 
many interesting new ideas introduced. 

R. H. Macy & Co., Inc., has three unique windows in 
connection with the annual week of cotton sales. Bloom- 
ingdale Brothers used a setting that was different to in- 
intfoduce the latest in women’s apparel. James McCreery 
& Co., made their windows radiate with an airy atmosphere 
in connection with their annual week of spring sales, and 
sO on. 

The shoe retailers, due to the extreme competition 
that is constantly growing in intensity have done all things 
possible to make their windows talk. One of the best 
steps in this direction has been taken by Jesse Adler, presi- 
dent of the Adler Shoe Co., which operates a chain of 
fifteen men’s shoe shops throughout the city. 

Mr. Adler, who designs his own windows, and has the 
work followed out by clerks, has had a special papier 
mache plaque made up by Messmore & Damon, which he 
used as a background by hanging it from the ceiling. The 
face of the plaque is in the form of a book with a decor- 
ative backing. ,In the center of the right hand page of the 
book he has a hole surrounded by a ragged border of torn 
paper simulated in papier mache. A shoe is set into this 
hole and appears to be bursting through the leaves of the 
book which is designated as the book fashion. 

.The frame around the book has two lion’s heads, one 
on each side. These also act as rests for the shoes to be 
hung on. The book has a gilt book-mark at the center. 
This is formed into folds which offer projections on which 
to hook the heel of a shoe. 

The cotton goods windows at Macy’s were especially 
attractive and different. In one, three screens formed the 
background. Each panel of the screens was covered with 
a different colored and designed piece of new Spring piece 
goods. All colors harmonized. This was a unique method 
of showing many different designs and at the same time 
making them do duty as a background. Three cut-out fig- 
ures were dressed in gowns draped of piece goods. Another 
window had a seashore as the basis. White beach sand 
was strewn about the floor. Small doll figures dressed in 
cotton dresses and suits were shown playing in the sand, 
making hills, filling pails, etc. 

A dress made of taffeta, purchased in the silk department 
of R. H. Macy, forty years ago, has been displayed in one of 
the Broadway windows and has been drawing considerable 
attention. The dress is of the tight bodice style popular in 
the days of 1884. It is the property of a resident of 
Edgewater, N. J., who wore it as a bridal gown forty years 
ago, and who wears it on each wedding anniversary day. 
A special figure had to be built to display the gown be- 
cause of the extremely narrow waist of the dress. The 
taffeta is in perfect condition yet. The window, in addi- 


tion to being of the prestige type, has been commercialized 
by the showing of reproductions of old time furniture sold 
in the furniture department of the store. 





Trunks, boxes, bags of many shapes and sizes, enjoyed 
the advantages of a graphic and interesting presentation in 
a window of James McCreery & Co. A pictorial effect was 
presented. The end of a pier indicated by piles and string 
pieces extended two-thirds of the distance across the win- 
dow. A cleat attached to the string piece and a coil of 
heavy rope, adjacent, proved adequate for putting over the 
illusion of a pier. 

Trunks and bags, heaped in a careless looking pile 
which sloped down to a point at the right of the center, 
formed the one big mass to which all the merchandise was 





Upper Picture Shows Book Plaque Used by Mr. Adler 
—Lower, Plaque Holding Shoes 


confined. The luggage was mostly black. Tan-colored 
pieces relieved the black judiciously. A figure dressed in a 
brown suit and hat was seated on a black trunk near the 
end of the wharf. Her attitude was that of expectancy. 
She appeared to be waiting in the midst of all this bag- 
gage for the good ship, “Mary Ann,” for a prohibition agent, 
or something or other. The water, represented by blue 
silk, laid in waves, was quite near the top of the piles so 
that the pier was adopted best to vessels of low freeboard. 
A background of sky was produced convincingly enough 
by a curtain of pale blue material. A European hotel labei 
pasted on one of the trunks helped to bear out the travel 
idea and umbrellas laid near a grip on one of the trunks 
contributed also. 
(Continued on page 60) 
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HOW DO YOU DISPLAY HOSIERY? 


Anticipating the requirements for a SPECIAL HOSIERY DISPLAY 
FIXTURE, we have designed one, conforming in every detail 
to the desire of the display profession, which makes possible 


A BETTER WAY OF SHOWING HOSIERY 


The special folder showing this fixture is awaiting your inquiry on your business letterhead 


933 ARCHSTREET SFGAILL & SONS PHILADELPHIA 


Manufacturers of Period Display Fixtures 














PENe 











MECHANICAL ADVERTISING BOOK 


THAT AUTOMATICALLY OPENS AND CLOSES. 


WHAT THE BOOK DOES FOR THE ADVERTISER 
. Attracts attention by movement of the pages. 
Holds the crowd by arousing curiosity as to what is on the following pages. 
Creates a demand by persuading the reader of the desirability of the product. 
IT ACTUALLY MAKES FIRST-HAND SALES. 


The following is only a partial list of the important firms who realize the advertising value 
of this device and are at present using it: 


National City Bank of New York....Banking Henry W. Savage Co................ Theatricals 

Rolls-Royce Automobile Co....... Automobiles FS OS TE EEE Pre Dept. Store 

New York Telephone Co............. Telephone GOMEERE IGCESICG i005 c'scccsccce Manufacturing 

Hill Brothers.............-... Dromedary Dates Standard Milling Co............ Heckers’ Flour 

CTiaslee Berimer © SOG. «oc cccccscccccusts Books National Cash Register Co..... Cash Registers 

S. Glemby Sons’ Co...... 2 sacecqgecs Hair Nets Luxor Cab Company...............006. Taxicabs 

Franklin Tie Knitting Mill....... Knitted Ties New Departure Mfg. Co........ Manufacturers 

= Bowery Savings Micavawkeswbosatwes Banking Histone. Crotitimae: . Co. .,.<s..cscacviacesate Clothes 
Patented Flapnimess: Catidy (CG. ou... cccccccccescs Candies Metro Picture Co........... Picture Producers 


CHESTER MECHANICAL ADV. CO., INC., 1416 BROADWAY, NEW YORK CITY 
WRITE FOR COMPLETE ILLUSTRATED CATALOG “D” 


| 














A HANDSOME DISPLAY 
A SKILLFUL ARRANGEMENT 
A DIGNIFIED BACKGROUND 
GOOD LIGHTING 


An Attractive Valance 








We are specialists in good Valances. We 
have designs which will improve your win- 
dows, and they are made on materials and 
in such a manner as to last. 





With the co-operation of any display man, 
our ideas and his, result in a Valance which 
is individual, attractive and rich. 


Our booklet illustrating a number of good 
numbers on request. 


Bryan’s 


526 S. 4th Ave. Louisville, Ky. 























General Metalsmiths, Inc. 


Manufacturers of 


PARTHIAN BRONZE 


Art Goods, Lamps, etc., are seeking the services 
of a 


High Grade Man 


who is fully conversant with the display fixture 
business. We require a man who is compe- 
tent to supervise the designing and marketing 
of a line of PARTHIAN BRONZE display 
fixtures. ; 


A comprehensive survey and many experi- 
ments have proven conclusively that fixtures 
in PARTHIAN BRONZE are more elaborate 
in design, clearer in detail, substantially con- 
structed, and at a price which compares favor- 
ably with anything yet produced. 


Our special processes have been perfected 
to an unusual degree, in a factory which is 
second to none in the country. If you believe 
you have the necessary qualifications to build 
up and market a line which is second to none 
in the country, write us fully. 


General Metalsmiths, Inc. 
JAMESTOWN, N. Y. 
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Chicago Monthly Display Review 


Spring opening windows on State Street are the acme of 
all efforts by famous Chicago displaymen 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World. 


HE spring opening windows of the State Street 
stores seem to have been quite up to the high 
standards maintained heretofore. New decorative 
treatment is evident among the leaders, and con- 

siderable improvement in character and quality of the 

window displays of certain other stores that used to lag 
behind for want of sufficient appropriation or initiative, 
or both. A review of this season’s displays shows very 
plainly that there is a substantial element of appreciation 
for window display by the general public on the one side, 
and that this is conducive to a more vigorous backing 
of the window by the merchants on the other side. 

Displaymen can therefore look forward to the future 
of their profession with an increased measure of optimism, 
and assiduously prepare themselves to keep step with 
the progress that window display is slowly but surely 
bringing about through the irresistible logic of its definite 
selling power. 





Marshall, Field & Co. 


The great window at the corner of State and Washing- 
ton, which is most always the keynote of Field’s decorative 
scheme, as well as being the essence of Mr. Frazier’s best 
efforts, is again something entirely new and different from 
anything of the past. The background is covered flat with 
a gray-tan shade of heavy Rajah silk. The floor is of 
dark green blocks with light green stenciled design. The 
columns are tan with blue bases with inserted side piece, 
ornamented with geometric designs painted in bright colors 
which gives a first impression of a flower design. 


A highly ornamental console mirror set piece stands 
against the wall and near the glass at each side of this 
double’ window. The large, oblong-oval mirror is fitted 
to a base of unusual design. The base is enameled in 
bright blue of deep shade and ornamented with geometric 
figures done in striking colors similar to those which 
decorate the columns. A huge octagon table with carved 
supports also of unusual design and similar treatment 
completes the decorative scheme of this remarkable win- 
dow setting. Five wax figures were posed in the display, 
wearing evening gowns of different cofors and styles, but 
each a creation which caused great interest from those 
women who could get near the glass. 

The corner window of Field’s, at Randolph and State 
Street, is more or less unique in that it is treated in an en- 
tirely different manner from any of the other State Street 
opening windows. A beautiful scenic painting done in 
tones of green over yellow is the central background 
feature. In front of this has been constructed a gigantic 
archway which lends atmosphere and depth to the scene 
itself. High up at each side of the archway and against 
the side walls is placed a large decorative urn supported 
by three columns of odd design and topped with female 
heads. Artificial flowers and foliage of various, but ap- 
propriate colors trail out of the urn to parts of the arch 
and walls and some strans extend clear down to the floor. 

The background walls are blue stipple over tan. Parts 
of the steps, and the abuttments are painted blue. The 
base of the columns which support the urns is representa- 


tive of blue marble. The greater surface of the arch and 
walls are of light tan color. Two ornamental set pieces 
representing garden seats are done in dark green with light 
green ornaments painted on. 

The floor is composed of square blocks of dark green 


ground over which is stenciled a light green uniform design. 


The smartest kind of Sports Apparel is shown on the wax 
figures with excellent effect. 

On State Street, between these two corner windows, 
and on each side of the State Street entrance, there 
are two sections of windows—five windows to a section. 
As a general rule in any special decorative event each 
of these sections are treated alike in layout, and such is 
the case this time. 

Windows No. 1 and No. 5 in each of these sections are 
of the same design, while No.s. 2, 3 and 4 of another design 
and each of the latter three being exactly alike in back- 
ground treatment. Nos. 1 and 5 have as a background a 
great arch window effect in the rear and at each side of 
the window is a curtain door effect. The wall surface in 
this and all the other windows are the same, being a flat 
covering of heavy Rajah silk. The outer frame of the 
arch is painted pale blue. The background inside the arch 
is a very dark blue with a possible purple tinge. The 
cross strips are salmon pink. The foundation work of the 
arch is also pale blue with a three-inch strip painted in a 
lavender color running horizontally with the base line and 
separating the base from the window. 

Nothing could be more simple than the idea which the 
other three windows convey. Two large doors are ap- 
parently just opened upon an exterior view of Nature in 
full springtime attire, while just inside the doors are two 
wax figures wearing beautiful costumes that are distinctly 
in keeping with, and perhaps much more interesting to 
women than the exterior view. 


The Fair Store 


The spring opening windows of The Fair were beautiful 
in every sense of the term. Nothing but the very best of 
merchandise was shown and that done in exceptional good 
taste. Evening dresses of.sheer materials, beautiful colors 
and good style attracted thousands of interested shoppers. 
The backgrounds are of sandstone, in a very light tan 
shade. The panel frames are of rich brown with poly- 
chrome beading and ornaments. The silk curtain in the 
center of the background is of a green-tan color, in front 
of which was a beautiful live fern on a stand, with strans 
of asparagus fern trailing down to the floor. Seven State 
Street windows were trimmed in similar fashion. 


Mandel Brothers 


Mr. Kagey, of Mandel Brothers, has the faculty of out- 
doing himself each season, seemingly surpassing all other 
previous efforts. The spring opening windows this year 
are excellent testimony to that opinion, for they are rich 
in artistic beauty and dignity of design. Arches, columns 
and steps always have been and probably always will be 
considered as legitimate form for decorative effects. But 
Mr. Kagey is an adept in this particular type of decoration, 
























Upper Left, Marshall, 
Field & Co., Spring 
Opening Display, State 
and Randolph Streets ; 
Upper Right, State and 
Washington Streets, 
Corner Display. 





and handles it with rare good judgment and rich effect for 
show window display purposes. The rich carving on the 
columns is of classic design, and the ornamentation of the 
arch is in keeping with the design of the columns. The 
scenic effect back of the arch openings is made more real- 
istic by a thin covering of silk gauze over the painting, and 
artificial wisteria foliage and blossoms worked over that 
and out into the window. A carved bird-cage with a yellow 
cockatoo hangs at regular intervals from the center of the 
arches. Flower boxes with bright-colored spring flowers in 
great variety of colors are also used to excellent advantage 
here and there on the ledges. The steps are of blue marble 
and the bannisters are of very good imitation of copper 
with the green tinge of age and weather. 
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Center, The Fair Store 
Spring Display; Low- 
er Left, Rich Opening 
Window, of Mandel 
Bros.; Lower Right, 
Another Mandel 
Spring Display. 





Carson, Pirie, Scott & Co.’s spring opening windows 
were beautiful in their simple elegance. Evening gowns, 
afternoon frocks and other springtime apparel were shown 
on figures, as Mr. Tannehill knows so well how to do. 
Wonderful tapestries, fine old carved furniture, needlepoint 
upholstered chairs, beautiful lamps, flowers in vases ar- 
ranged with unusual care were the instrumentalities used to 


‘achieve the general effect of the most auspicious occasion. 


At the present time Mr. Tannehill has a series‘of windows 
showing “apparel for the business woman” which is prac- 
tically a repetition of the series of windows used last year 
with such telling effect. 

Bedell’s spring opening displays were especially attrac- 
tive this year with new spring color notes. 
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Using the Air Brush in Making Cards 
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Displayman can obtain many unusual effects by putting on 
the finishing touches with this instrument 


By J. H. HILTON 
Display Manager, Goldman-Cobacker Co., Des Moines, Iowa 


HOW cards of today play a most important part in the 

display window—in fact, in many other places. I have 
noticed that many card writers and displaymen avoid the 
air-brush, which is certainly very wrong. Take, for in- 
stance, the smaller cities where a displayman has only a 
limited supply of white cardboard and no other color. The 
white soon gets stale in the public eye. 

Here’s where the air-brush comes in by cutting in a little 
color, perhaps an oval, or a leaf, etc., all can be made in a 
jtffy with the air-brush to put on a clever finishing touch. 
When you have a sale and must put out a lot of cards, 
say with the brush lettered in red or white cards, naturally 
you are going to slight the lettering a little bit. If you 
have your air-brush, shoot the black on the letters lightly 
and you'll see how you can cover up all defects and give 
the card and lettering a fine appearance. Be sure you have 
the right kind of an air-brush, also the right size. I would 
suggest a Paasche Model H for store card writers and dis- 
playmen. 

The gauge is the next thing of importance. By all 
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Showing Use of Air Brush in Attractive Show Cards by J. H. Hilton 


means do not get a soda-fountain gauge or you will have 
poor results. Here the dope is, in a nutshell, get an Ever- 
ready Prestolite gauge, the same as welding shops use. 
This will positively give you the best results. Do not use 
this gauge on a gas tank, as it is only made for oxygen dry 
air, which you can rent from any welding or bottling works, 
and they cost between $4 and $5, and will last about three 
months. When you have it refilled it will cost you about 


$2.50. 


I am submitting some examples of 11x14 air-brush cards 
which will show the effective results that would be impos- 
sible without the air-brush. 


“Fine Quality Apparel” is lettered with a speed pen ona 
cream color card. “Apparel” is made effective with a little 
green air-brushing. 

“Fur Collars” is a very pretty lavender card lettered in 
white, backed up with black air-brushing. Very effective. 


“Spring Hats” is also lettered with a speed pen with the 
exception of the word “Spring,” which is lettered with an 
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TRADE MARK REG.U.S PAT.OFF. 


BRUSHES ano SUPPLIES 


No experimenting—that was done by us long 
ago! Instead, we offer you merchandise that has 
passed the most crucial tests by Card Writers and 
Displaymen for nearly a fifth of a century—brushes 
and supplies that are “right” in every particular. 


Good, reliable stock—guaranteeing clean, quick 
work—no muss, no fuss, no “going over”!! 














Catalog No. 10 Costs You Just a Penny 


Write us today—a postal will do—and we will forward our 

bright, illustrated, interesting catalog, giving you the latest 

information as to “what’s what” in the brush and supply world. 
No obligation—write us NOW. 


126-130 E. Third St. BERT L. DAILY 








Dayton, Ohio 
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now made of specially prepared steel - fitted, 
with flexible brass,double reservoir fountain ink 
retainers which automatically control the flow & 
spread the color evenly over the entire working 
tip - insuring a faultless non-flooding flow of 
either black or white inks or thin opaque color. 


Ghe most practical pen ever dwised 
‘The new’ Speedball Text Book ‘simplifi 
the teaching of lettering layouts 
The mast oapuler ext book use, Pace 5O¢ 
Pocket edition Pen lettering for Beginners 15¢ 
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Individual Display Cards 
Attractive Mat Board Frames 








Show Cards 
are polite, ef- 
fective sales- 
men, work- 
ing twenty- 
four hours a 
day. 





Pocket Back—Changeable Panels 
Send for new Frame Circular — 


CHICAGO Yat Baad COMPANY 


364-670 West Washington Boulevard. 
CHICAGO ——~W_ ILLINOIS 
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English lithographing pen No. 2. The oval is in green. 
“Pajama” card is lettered with an Esterbrook speed pen 
Nos. 2 and 3, lines and scrolls in black and green. The card 
has a white ground. 
“Neckwear” card is lettered with a size 2 Esterbrook 
lettering pen—2 is pen No. 3. To make the turn corner 
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effect, cut off the corner and lay it as this card shows and 
air-brush it. 

“Sweater” card is a gray card called a cloud mat board, 
size 11x14. The picture is cut from a magazine. “Sweaters” 
is lettered with a No. 12 red sable brush. The three lines 
are of yellow green and blue. 
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Entire Frontage Has Display Value 


By use of series of glass covered signs, sporting goods 
store gains unusually attractive effect 





S|EALIZING that their display windows are, 
without question, their best advertising me- 
dium, the Davega United Sports Shops, in 
New York City, have gone a step farther and have 
made two display windows bloom where only one ex- 
isted before. The process has been a simple one—they 
have used the columns dividing their windows, convert- 
ing them into permanent display spaces with very good 
results. 

The photo shows how the new front of the Davega 
shop in the Hotel Commodore, Forty-second Street and 
Lexington Avenue, looks by daylight. The new signs 
are four in number, each one appearing on the support- 
ing columns that previously presented only the bare 
surface of stone. The signs have been put in at a cost 
of nearly $1,000. The effect created is worth more than 
ten times the cost, for the front now has the appearance 
of one vast arcade of window displays, the signs linking 
up, in pattern and style, with the window valances. 

The small photo gives a close-up of one of the signs, 
consisting of black enameled surface, with lettering in 
white, the principal word, “Davega,” being used in the 





large type always utilized to distinguish the firm name. 
The surface is deeply impressed and brilliantly painted. 
A glass surface protects the lettering and bright over- 
head electric lamps serve to throw the message into bold 
relief at night. The glass surfaces also serve to increase 
the effect of added window display space. 


Each of the four signs plays up some special service 
at Davega’s—phonographs, radio, kodaks and sports 
apparel, in the order named. The signs have attracted a 
great deal of favorable comment, and, according to 
Henry S. Davega, vice-president, have more than justi- 
fied expectations in the innovation. In addition to giving 
the entire store front over to displays, another sign 
around the corner on the Lexington Avenue side, 
serves to point toward the entrance on Forty-second 
Street. The Commodore Shop is said to be the largest 
hotel sporting goods shop in the world. Robert Fox is 
the genial and hard-working manager in charge. 


Davega window displays are always interesting and 
never fail to attract attention, no matter what the loca- 
tion of the shop may be. 





MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Il. 


































106 Stores Compete for Prizes 


Uniform spring opening and window display centest 
at Schenectady, New York, big success 


ft rs of the outstanding competitive window display 
contests in connection with Uniform Spring Openings, 
was conducted by the Merchants Bureau of the Schenectady 
Chamber of Commerce, Schenectady, New York. Gerald 
W. Perkins, assistant secretary of the bureau, reports un- 
usual success in this year’s event. 

In February, a circular letter, together with blank 
cards, and much other information on the contest, was 
mailed to 383 members of the Schenectady merchants’ 
bureau. The merchants were divided into twelve classes, 
including practically all mercantile lines. Exceptionally 
strong publicity was given the event in all the newspapers 
and through all publicity channels. 

One hundred and six Schenectady stores, with a total of 
172 windows, were entered in the contest. Seventy-five 
prizes were awarded, including one prize of $10 to the 
public for the best slogan. This was won by C. E. Ross- 
man, whose slogan was: “SCHENECTADY’S SHOPPING 
SAVES.” It was the opinion of the members of the mer- 
chants’ bureau and particularly the sub-committee on ar- 





Curtains Rise On Prize Window Displays At 7 O’Clock Tonight--Will Prove Revelation 


mes SCHENECTADY UNION-STAR tas 
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How Newspapers Advertised the Big Event 





rangements, the chairman of which was L. R. Rogers, that 
the events were an unqualified success. The majority of 
the 106 store owners regarded it as a successful method of 
advertising, in answering inquiries after the close of the 
contest and uniform spring opening, and many of the stores 
reported a considerable increase in business as a result of 
the combined efforts. The prize awards follow: 

Group 1: Department stores—No competition. Group 
2: Clothing, furnishings and men’s hats—First, F. L. Nick- 
las and Company; second, Charles Holtsmann; third, Joe 
Nusbaum. Group 3: Women’s wear and millinery—First, 
Vogue Shop; second, Floradella Shoppe; third, Lewis Shop. 
Group 4: Shoes—First, Walkover Boot Shop; second, 
Patton and Hall; third, W. L. Douglas Shoe Store. Group 
5: Furniture and music stores—First, R. C. Reynolds Co., 
Inc.; second, Fern Furniture Co.; third, Star Furniture Co. 
Group 6: Stationery, news and Five and Ten-Cent Stores— 
First Metropolitan Five and Ten-Cent Store; second, and 
third, Kresge’s Five and Ten-Cent Store. Group 7: Hard- 
ware, paints, wall paper, auto supply, sporting and rubber 
goods—first, Alling Rubber Co.; second, Clark Witbeck; 
third, A. R. Gilchrist. Group 8: Gas and electric supplies, 
and plumbing fixtures—First, Adirondack Power & Light 
Corporation ; second, Service Appliance Co.; third, G. & G. 
Electric Supply Co. Group 9: Grocery, meat, provision 
and fruit stores—First, Cooper & Son; second, Van Dyk 
Tea Co.; third, Mohican Market. Group 10: Druggists, 
florists, jewelry and gift shops—First, Sterling Art Shop; 
second, Charles Bickelmann; third, Jay Jewelry Co. Group 
11: Candy stores, bakeries and restaurants—First, Cregan’s; 
second, Jackson’s; third, Goodman’s Delicatessen. Group 
12:  Miscellaneous—First, United Textile Co.; second, 
White Studio; third, L. W. Killeen. 

Despite wind and rain, crowds of window shoppers filled 
Penn Street at Reading, Pa., to view the spring opening of 
the stores, in conjunction with a window display contest. 
Philadelphia judges made the awards as follows: First, 
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The Choice of Color 


is one of the determining factors in the 
effectiveness of a showcard. 


And—85% of a showcard’s color is the surface 
of its cardboard. 


Choose your cardboards with this in mind: 
The color of your cardboard is never less im- 
portant than the color of paint that is used on tt. 


Choose your cardboards from the Nat Mat 
sample book, where more than one hundred 
well-chosen colors and finishes are offered you 
—the great majority of them ideal for your 
Spring and Summer showcard ideas. 


Write for this Nat Mat sample 
book—f it is not already part of 
the studio equipment. It is free. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, II. 
































NEW 1924 
CATALOG 


BRISTLING WITH NEW AND 


MODERN SIGN AND SHOW. 


CARD WRITERS’ SUPPLIES — 
AWAITS YOUR REQUEST. 


<—10<——0 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 








| 
} 
































THE DISPLAY WORLD 




















What the “Passerby” 
Thinks of you 9 
or Your Store ° 
largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Saluche Kr Sauk Co 


1902 DIVERSEY PARKWAY CHICAGO 


Makers of Air Brushes—Accessories, Acknowledged the BEST 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 








1 No. 12 Pure Sable Rigger $ .90 
1 No. 8 Pure Sable Rigger " 50 
1 No. 6 Pure Sable Rigger 35 





2 2-Ounce Water Color (Red & oe AE 50 
1 Razkut Card Cutter 25 
1 Show Card Instruction Book—FREE 

















rie ci YRS SY 6 f | ae mer $2.50 
PEN OUTFIT FOR $1.00 
1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink______- 25 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens_-.-----_----.. .20 
TOTAL VALUE -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. dioerauf ©Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 




































Winning Display of Vogue Store, Third Class, 
Schenectady Contest 


Ellis Mills; second, Kline, Eppihimer & Co., sports wear 
department; honorable mention, Harris Fifth Avenue Shop; 
C. K. Whitner & Co.; The Fashion. 


Raleigh Conducts a Successful Display Contest 


The Raleigh, N. C., Merchants Ass’n reports an excep- 
tionally successful spring opening and window display con- 
test this year. The windows were unveiled in the evening, 
with great crowds on the streets, according to John .G. 
Bikle, secretary of the organization. 


Committee Appointed for Waverly Competition 


The Waverly Retail Merchants’ Association appointed a 
committee consisting of E. G. Carey, Erwald Pape, Aron 
Tegtmeier, A. H. Niewohner, W. F. Stauffer and Geo. 
Spaulding, to plan the details of the Window Display Night 
in Waverly, Iowa, early this month. Some exceptional dis- 
plays resulted, and awards will soon be announced. 

Kenosha Merchants Hold Style Show and Contest 


Selecting the last day of March as the date, the Kenosha 


Retailers’ Association, of Kenosha, Wis., offered an excep- 
tionally attractive list of prizes for the best window dis- 
plays, in connection with the spring opening and style 
show. The windows were opened to the public at seven 
o’clock in the evening, and the streets were thronged, 
according to Card Reed, executive secretary of the or- 
ganization. 


Lansing Merchants Holds Spring Window Night 


Lansing, Mich., merchants set April 2 as Spring Window 
Night, and with plenty of publicity, secured a big entry 
list for the display contest. A system of classification was 
followed whereby the smaller stores were put on an equal 
footing with the larger stores, whose display facilities are 
correspondingly greater. Attractive cash awards were 
given. Live models were used in many of the windows 



















Special music and displays were featured by all stores 
in the big Spring Opening conducted by the merchants of 
Muscatine, Iowa. Special awards were made for the best 
window displays, and displaymen of the city fairly outdid 
themselves, in their efforts. 





Electric Sign Show Interesting 


Third annual event held by New York firm creates 
much enthusiasm and is well attended 


By E. A. MILLS 
General Agent, Electric Signs, The New York Edison Co. 


The third annual Electric Sign and Electrical Advertis- 
ing Novelty Show was held in March, in the Showroom of 
The New York Edison Company, at 130 East 15th Street, 
New York City. The object of these annual shows is to 
stimulate interest in the use of electrical advertising from 
all angles, including large outdoor display signs to the 
small electrical window attractions. 

The New York Edison Company makes no charge for 
the space nor for the electricity consumed, the only ex- 
pense to the exhibitor being virtually the cost of trans- 
portation. In the recent show, approximately forty-five 





Some of Exhibits, New York Electric Sign Show 


different exhibitors presented displays, showing everything 
from flashers, color caps and lamp coloring, to the latest 
designs in electric signs, as examplified in the so-called 
off-set type of letter, which is set off from the background 
on metal supports, the illumination of which is accom- 
plished through concealed lighting, usually located in the 
border of the sign and in the case of larger letters, behind 
the letters, themselves. 

The results obtained by the exhibitors in the show 
were particularly gratifying as numerous sales were closed 
on the floor and prospects were secured which undoubtedly 
will result in considerable business later on. Visitors to 
the show came not'only from many points throughout the 
United States and foreign countries, but from the Argen- 
tine, England, France and Germany. 





REMARKABLE RISE OF A GREAT STORE 


From being the junior member of a dry goods com- 
pany, capitalized at $15,000, and employing five persons, 
to the head of a department store company, capitalized at 
$350,000, housed in its own six-story biulding, costing 
$250,000, and employing from 125 to 150 persons seems a 
long jump in twenty years, but that is exactly the exper- 
ience of W. A. Vandever, who on behalf of the Vandever 
Dry Goods Company, recently announced the awarding 
of the contract for the new building, on Fifth Street, Tulsa, 
Oklahoma, The show windows will extend back 25 feet 
from the front, and will be among the finest in Tulsa. 
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Ask The Old Timer 


WHERE TO BUY YOUR SHOW 
CARD WRITING SUPPLIES 


FOR 38 YEARS WE HAVE SUP- 
PLIED ALL BRUSHES, PENS, COL- 
ORS, SHOW CARD BOARD, ETC., 
NEEDED BY THE LIVE, UP-TO- 
THE-MINUTE ARTISTS. 


BUY SUPPLIES WITH A REPUTA- 
TION SECOND TO NONE. 


Get Our Catalog No. 40 


NO OBLIGATION 
A POSTAL WILL DO 


GEO. E. WATSON CO. 


“THE PAINT PEOPLE” 


62 W. LAKE ST. CHICAGO 
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SHO CARD B 


23 DISTINCTIVE-MACNIFICENTFCOLORS 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS 


* e 
ero’ 
2 




















HURLOCK BROS.COMPANY inc. 
3436-38 MARKET STREET 
PHILADELPHIA 
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To Make Your Own Show 
Use Coit’s Ball Bearing Lettering Pens 
for all Styles of Lettering 
Use in Place of a Brush—Get Better Results 


10 FEATURES OF COITS PENS 


. Designed especially for quick work. 

. Ball-bearing pens are dipped—not filled, like other 

pens. 

. Made of sheet brass—cannot rust or corrode. 

. Soldered solid with holder—preserves neatness. 

Equipped with corrugated retainer which holds 

enough ink for complete line or letter. 

. Scientifically constructed and’ fixed permanently to 

correct lettering angle. 

. Furnished in four sizes for universal use. 

. Its round ball-bearing insures constant even flow 

of ink. 

. Writes a clear-cut, sharp line or letter, with no 
smudging or raggedness. 

10. Saves your time, ink and money. 


COMPLETE SET, four pens, 4%”, 4", 4%”, 44" -------- $1.50 
Single Pens or Special, 7”, 40c ea.; 54”, 4%”, 1”, 50c ea. 


At your local stationers or artist material dealers. Mail orders filled 
if not carried by them. 


THE BRIDGEPORT PEN COMPANY 
BRIDGEPORT, CONN., U. S. A. 


Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 


10 ON DH MSW NE 



















Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVE.,, CHICAGO, ILL. 








Bronze Signs 


Economy — Quality 
— Service 








MANUFACTURERS 


ART IN BRONZE CO. ci.varano,'o- 











HOW TO ORGANIZE 
A FLORAL PARADE 


By JOS. SCHACK 
A 24-page paper bound pamphlet, just off the press, 
containing all the information necessary for the or- 
ganization of floral parades. Fully illustrated with 
design suggestions and working diagrams. 
Price 25c Postpaid 
Order from > 
The DISPLAY WORLD, Cincinnati, O. ‘a 








Manufacture and Use of 


Wax Figures 


(Continued from page 42) 


mould, firmly pressed and pasted together to the de- 
sired thickness of one-quarter to three-quarters of an 
inch, as the strength requires. 


After these forms are sufficiently dry they are 
dressed off, finished, enameled, and satin or jersey cov- 
ered. Just here it may be permissible to say that 
enamel and jersey cover a multitude of sins, as all 
forms look alike from the outside, but the real value 
in papier mache forms is in the quality of paper used 
and the strength which means the care and time ex- 
pended in its expert pressing and pasting; this never 
shows from the outside. 


With this completed form we now assemble the 
different parts, wax head and arms, and have completed 
the model as shown in the illustrations. The selected 
pose, the live model and our wax reproduction. 


In our next and last article I want to explain what 
I mean by “The Art of Physical Expression.” What 
pose means in wax figures, why they look human and 
natural or grotesque and artificial. The value of me- 
chanical attachments, what I have termed the absolute 
“Positive Essentials” by which a figure becomes either 


“cc 


convenient and practical for use, or to repeat, “a 
darned poor excuse for a statue.”” The many uses of 


wax figures, how and why they should be more care- 
fully handled and save the expense of carelessness. 
Why, by an actual mathematical analysis, they become 
the cheapest fixture you have in your window and the 
greatest value as a silent salesman. 





Use of Crepe Paper 


(Continued from page 44) 


converge at the back of the central window sign or the 
merchandise, they draw the eye irresistably to the dis- 
play. 

Fringe made by slashing crepe paper can be made 
to form a frame for the merchandise, at the same time 
helping to center attention on the display by limiting 
the view. 


Decorated crepe paper often can lend a touch of 
beauty or seasonableness to a display. However, in 
using crepe paper for background decorations, or any 
other material, simplicity should be the keynote. The 
displayman must strive for simplicity in composition. 
The best art is simple, though sometimes, the critics tell 
us, “simplicity is achieved through the intricate,” how- 
ever that may be. 


Windows, like pictures, which are fussy, appear 
cheap. Spaces having much detail should be balanced 
by those having none. 
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Young Displayman’s Rapid Rise 


Becomes display manager for manufacturer of new 
device after remarkable career 


When “Perpatum,” the new automatically revolving 
display table for effective window display use was re- 
cently placed on the market by the Maurice S. Keller Cor- 
poration of 1 West 34th Street, New York, an opportunity 
was created by them for a display manager to demon- 
strate their devices to the department store and large 
national advertising clientele they are developing. From 
a number of skilled applicants, the position was given to 
Mr. Homer Harrington, who first saw the light of day 
December 29, 1906. 

Although but 18 years of age, Homer has had a life 
filled with action particularly in display directions. At the 
age of 12, he worked after school hours at E. Gray Co., 
Ayer, Mass., as sales clerk and window dresser; at 15 he 
filled the same capacity at their Leominster, Mass., store. 
Sixteen years of age found him as assistant display man- 
ager at the F. S. Lyons store, Stroudsburg, Pa., and also 





HoMER HarRINGTON, 
Demonstrator, Maurice S. Keller Corporation 


at Belmar, N. J., for this concern. In staging a play, he 
designed all of the scenery, making six hundred artificial 
flowers besides designing the costumes, all of which were 
made from Dennison crepe paper. In between times he 
has engaged in decorating of booths, designed floats and 
did free lance work for a nuber of stores. 


On arrival at New York City last June, he decided to 
perfect himself in his chosen work and joined the Central 
Institute of Window Dressing. After completing an inten- 
sive course covering the various. branches, Mr. Milton 
Roberts, of the Institute, was instrumental in securing 
him a position as assistant display manager at the Penn 
Drug Company, in the Pennsyvania Railroad Terminal, 
New York City. This large and famous store which has such 
a battery of windows facing the arcade frequented by 
thousands of daily passengers and pedestrians offered him 
an opportunity to acquire a versatile knowledge of the 
display industry in a most practical manner. His inde- 
fatigable labors, determination to improve his technique and 
ability to secure the connection with the Keller Corpora- 
tion amply evidences the fact that there is amply room 
for those who will seize their opportunities and work 
for them just as much today as there ever were. 
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Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 








HARMONIZED COLOR SCALES 
Ott nee Pert tian 
Pre) $ Five Peet fc Ps Pe Te Pr Ss 
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only one year ago has proven its great 


practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 
Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 
The DISPLAY WORLD 


Exclusive Agents to The Display Field 
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With the New York Displaymen 


(Continued from page 48) 


Hangings of silk material from the ceiling gave the 
windows at McCreery’s a new background for the annual 
spring sales week. There are three windows on either 
side of the entrance to this store. The two end windows on 
either side of the entrances had yellow silk at the back and 
the center one green. Green and yellow form a beautiful 
spring color combination. The front of the windows were 
banked with real yellow tulips giving still further the 
spring atmosphere. At the beginning of the sale, all of 
the windows were devoted to silk drapes. As the sale 
went on the windows were changed and many departments 
were represented. In one window a southern resort scene 
was presented. The floor was covered with a grass mat. 
At the right hand side a small natural finished, wooden, lat- 
tict worked pagoda stood. A table set for tea sat in the 
center with two figures seated at it. At the left were 
two apple trees in full blossom. Under these stood a 
chair to match the pagoda. A figure dressed in a spring 
garment stood in the center of the window. The latest 
of this series of windows is devoted to millinery and is 
featured by two portrait paintings by Joseph Cummings 
Chase, display manager of the store. The two pictures 
show beautiful women dressed in hats similar to two of 
those on display in the window. 

A beautiful window -was shown at Lord & Taylor’s 
and presented a different setting. A figure was seated 
in front of a dressing table making her toilet. A maid 


was shown in the act of approaching the mistress with a 


gown in her arms. The boudior setting was carried out © 


in detail. 

Bloomingdale Brothers, however, came out with one 
of the most novel ideas. They presented the front of a 
specialty shop inside of their large Lexington Avenue win- 
dow, as a means of introducing the new spring merchan- 
dise. The shop front was almost a natural size. The 
front was of imitation mottled stone with bronze rims on 
the windows. In the entrance of the shop the figure of a 
woman dressed in a red and grey garment was seen to 
about enter the store. She had a brown and white dog on 
a chain in one hand. The background of the shop win- 
dow on each side of the entrance was of black velour. 
Bright colored evening gowns were displayed on figures, 
some seated and others standing. This window drew con- 
siderable business and favorable comment. 

Lord & Taylor have very appropriately used up waste 
space on their floor by having a new French room built 
in the 38th Street and Fifth Avenue corner. This room 
has been given the title of “Little Salon.” Here, French 
garments are shown under French surroundings and at- 
mosphere. It is handsomely outfitted with French furni- 
ture, lighting fixtures, and decorations of all kinds. The 
coloring is of a biege shade. Clusters of dressing rooms 
branch off from four doors in the room. Display cases are 
provided for the display of the new importations. 


0<—>00<—00<——00— 


Unusual Store Front Resembles Bank 


An unusual store-front has been installed in the new 
men’s shop, known as Henry’s, on East Baltimore Street, 
Baltimore, Md., the architecture resembling a bank, rather 
than a men’s clothing store. The white columns and the 
decorations on the third floor front make this one of the 
most attractive buildings in the business district. On the 
opening day, more than 12,000 persons swarmed the store, 
examined the fixtures and interior decorations. 

The store has been divided into departments, so that 


each particular group of merchandise is located on separate 
floors. The first floor is devoted to men’s business suits. 
The cabinets and show cases are all of the richest circas- 
sian walnut and the floors are carpeted with beautiful rugs. 
The overcoat department is located on the second floor and 
the dress suits and young men’s clothing are placed on the 
third floor. 

Henry’s is one of the men’s shops operated by the well- 
known firm of Hecht Brothers, who also control stores 














Three Views of the New Store of Henry’s, at Baltimore 











TAr 











“JUS 





for infants’ or children’s wear windows. 
artist you can be sure that one of us is well equipped to work with you on— 


WINDOW SETS — BACKGROUNDS—PANELS—CUT-OUTS 
PAINTING WITH OIL — WATER COLOR — DYE — ON SILK, MUSLIN, 
CANVAS OR BOARD 


Color Sketches Gratis 


description together with measurements. We'll be glad to show what we can do. 


DISPLAY WORLD 


61 











KID S” by Dorothy Buck, who specializes in child-life. Her paint- 
ings on muslin, silk, or board make excellent backgrounds 
Whatever your problem is that needs an 


Tell us the idea. Send a 


rough sketch or a written 





in New York and Washington, D. C. The new Baltimore 
store is under the management of Albert F. Snellenburg, 
who was formerly connected with the sports shop of The 
Hub, another of the Hecht stores in Baltimore. The re- 


modeling and equipping of this store was done by the 


firm of M. L. Himmel & Son, of Baltimore, who make a 
speciality of men’s shops. 





FIRE DOES NOT STOP THE ONLI-WA COMPANY 


Fire almost completely destroyed the plant of The 
Onli-wa Fixture Co., 125-29 Kenton Street, Dayton, Ohio, 
Sunday March 16, and the very same day, J. J. “Jack” 
DeWeese, president, scurried about for a new plant to 
resume manufacturing and take care of the large volume 
of Spring and Summer business that has been booked. He 
was fortunate in obtaining a new plant in the.popular East 
End of Dayton, nearly three times the size of the. old, 
insuring ample facilities for the production of the line of 
“Onli-wa” display fixtures. By dint of mighty effort, actual 
manufacturing was started in the new factory within a few 
days after the fire. Production has already reached the 
stage where shipments are being made. The office was 
separate from the factory, consequently all the records 
were saved. The new plant is of sufficient size, according 
to Mr. DeWeese, that it will be possible to combine office 
and factory, and the former will soon be moved from the 
Beckel building to the East End. 





Miss Amy Allison, for two years assistant advertising 
manager at the Hutzler Bros. department store, Baltimore, 
Md., has been named advertising manager to succeed Cole- 
man Gray, who resigned to enter the employ of a service 
corporation. ; 
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High Standards in Display Association 


(Continued from page 11) 


Cigar Co., New York City; C. Harry Nims, Chevrolet Motor 
Co., Detroit; C. H. Gager, Welch Grape Juice Co., West- 
field, N. Y.; C. F, Montgomery, Lambert Pharmacal Co., 
St. Louis, Mo.; H. T. Drake, Emerson Shoe Co., Rockland, 
Mass.; R. W. Blair, the Simmons Co., Chicago; C. C. Agate, 
Manhattan Electrical Supply Co., New York City; W. L. 
Dodd, Commonwealth Shoe & Leather Co., Whitman, Mass.; 
Samuel Stebbins, Gold Dust Corporation, New York City; 
John H. Moore, the Florence Manufacturing Co., Florence, 
Mass.; J. L. Hamilton, Alabastine Co., Grand Rapids, Mich. ; 
W. C. Greenawalt, Pennsylvania Rubber Co. of America, 
Jeanette, Pa.; Ernest Ackerman, direct advertising , Phila- 
delphia; R. J. Murray, Imperial Furniture Co., Grand 
Rapids, Mich.; Philip H. Jewett, A. M. Collins Mfg. Go.; 
Philadelphia; Richard C. Boehm, the Haberdasher Co., 
New York City; W. Calver Moore, Keystone Publishing 
Co., Philadelphia; John Drake, National Jewelers’ Publicity 
Committee, Newark, N. J.; H. E. Allen, the Fleischmann Co., 
New York City. 


The entire morning of the first day’s session was spent 
in a symposium of discussion on the need for the new 
organization. Chairman Freeman outlined the aims and 
purposes of the proposed organization, and then asked 
for expressions from those attending. Nearly all responded. 
One of the most interesting talks was given by a woman, 
Miss Grace T. Hadley, formerly connected with the Society 
for Electrical Development and a well-known publicist. In 
discussing window displays Miss Hadley said: 


“I would like to learn who was responsible for a window 
display of a washing machine, which was generally used 
about a year ago. I observed this display in New York. 
The washing machine was steadily washing a good-sized 
washing, while the housewife, a wax figure, rocked to and 
fro in a chair nearby. The rocking of that chair was dis- 
tracting. A woman beside me, looking at the display, said, 
“My goodness, I’d much rather do that washing myself than 
to do all that work rocking that chair.’ And right there, 
to my mind, the window display lost its value. In another 
instance I observed a wonderful display of kitchen cabinets, 
that probably cost a lot of money. The only thing about 
the whole display that detracted was a artificial loaf of 
bread on the cabinet table. Two women stood beside me as 
I observed the display. One snickered and said to the other, 
‘That’s a nice display, but I don’t think I care much for 
that artificial loaf of bread, do you?’ And the other 


woman replied, ‘No; for goodness sake what did they put” 


that thing in there for?’ And so with an expensive display, 
costing a lot of money, they spoiled it all by not spending 
ten cents for a real loaf of bread. Still another display I 
observed was of an ironing machine, at which sat a woman 
laboriously putting one towel at a time into the ironer. I 
concluded that :f the machine could only handle one towel 
at a time it was not worth much. Many others probably 
thought the same thing. The maximum value was not 
being procured from the display, and that’s why I believe 
there is room for an organization that will study out these 
problems.” 


Stringent Standards of Practice Adopted 


At the afternoon session on the first day. of the meeting 
the Constitution and By-laws were taken up and adopted. 
These were read, section by. section, and at the conclusion 
the following standards of practice were adopted, these 


being practically in the form of a pledge taken by each 
member upon joining the association: 


“Every individual, or executive, connected in any way 
with the field of window and store display advertising 
should dedicate his efforts to making clean, truthful, at- 
tractive window and store display advertising an efficient 
aid to his business and should pledge himselfi— 


“To unselfishly raise the efficiency of method in the 
field of window and store display advertising, without the 
intrusion of the selfish interests of any particular manu- 
facturers or users of window and store display material. 


“To study carefully his proposition and his field, to 
determine what kind of display advertising best applies. 
The only forms of window advertising which are best suited 
to any purpose are the ones which produce the most sales 
and the most sales produce the most profit. 


“To bring window display advertising to the attention 
of concerns who have never realized its possibilities and 
others who have permitted their display windows to remain 
only a place to put something in, without regard to the 
advertising value of such space. 


“To determine the different methods that may be em- 
ployed to link up window and store display advertising 
with other forms of advertising, such as newspaper, direct 
mail, billboard, sign, etc., thereby gaining a maximum re- 
sult from concentrated effort, and to so study other forms 
of advertising that window and store display may become 
a component part and factor of the entire publicity plan. 

“To study carefully the advantage of window display 
advertising as. it affects sales. The show window is the 
point of purchase, and displays must crystallize the senti- 
ment and desire sufficiently to bring about the ultimate 
purchase inside the store. 


“To offer counsel, adv’ and co-operation to the manu- 
facturer and user of window and store display material, 
to the end that only such material as may be desirable and 
has the assurance of actual use for display purposes will be 
produced. 


“To use efforts to make the service of installing window 
and store displays a recognized medium of dissemination 
of display material by manufacturers, and to raise the 
standards of honesty and efficiency in the field of display 
service firms and similar distributing methods. 


“To urge and practice TRUTH in window and store 
displays at all times, so that the actual article will corre- 
spond perfectly with the price and appearance of the article 
displayed in the show window, and to bring about the cre- ° 
ation of show cards that will portray a truthful story or 
description of the article or articles displayed. 

“To encourage the beginner and embryo displayman 
in his efforts, so that eventually he may take his place 
among the more experienced display specialists, thus ad- 
vancing the merit and result-producing ability of window 
and store displays in general. 

“To aid the trade papers and trade press devoting space 
to the subject of window and store displays in publishing 
of articles and photographs of window displays of merit, 
thereby not only raising the standard of displays, but pro- 
viding an exchange of ideas that will result in more effi- 
ciency in the entire field. 

“To champion window and store display advertising at 
all times, and do any and all things to make window and 














Hotel Cleveland, Where Association Held Its 
First Meeting 


store display advertising a direct factor in the general field 
of advertising, taking its proper place alongside the other 
recognized advertising mediums of today and the future.” 


Constitution and By-Laws Are Adopted 


The Constitution and By-Laws were adopted as a whole 
with the exception of two sections regarding the classifi- 
cations of memberships and the amount of the yearly dues. 
A constitutional committee was appointed, consisting of 
Carl Percy, New York; H. W. Schulze, Rochester, N. Y., 
and E. L. Andrew, of Pittsburgh, to hold a hearing that 
night on these two clauses and make suggestions at the 
final meeting Tuesay. 

A committee on nominations was appointed, consisting 
of Dr. F. H. Peck, New York, chairman; C. T. Fairbanks, 
Chicago; V. C. Cutts, Chicago, and A. T. Fischer, Cleve- 
land. This committee, under the constitution, only nomi- 
nated a board of.five directors, the board, in turn, having 
power to select the officers for the year. The committee, 
just before the close of the first day’s session, reported the 
following nominations for a board of directors, all of whom 
were elected unanimosuly: 

Arthur Freeman, president, Einson-Freeman Co., New 
York, chairman; Edwin L. Andrew, assistant to manager, 
Department of Publicity, Westinghouse Electric & Mfg. 
Co., Pittsburgh; V. C. Cutts, advertising manager, H. W. 
Gossard Corset Co., Chicago; A. T. Fischer, president, 
International Displays Co., Cleveland; M. Munson, adver- 
tising manager Hoover Suction Sweeper Co., Chicago. 

More than forty of those in attendance at the convention 
participated in a dinner in one of the private dining rooms 
of the Hotel Cleveland that evening. Arthur Freeman acted 
as toastmaster, and after the serving of a delicious dinner 
announced the election of officers by the board of directors. 
The following officers were chosen: 

President—Dr. F. H. Peck, promotion and publicity 
manager, E. R. Squibb & Sons, New York City. 

Vice-President—C. T. Fairbanks, vice-president, Edwards 
& Deutsch Lithographing Co., Chicago. 

Secretary—Clyde P. Steen, managing editor, The Display 
World, Cincinnati. 

Treasurer—Frederick L. Wertz, display counsel, New 
York City. . 

Each of the newly-elected officers responded to the 
chairman’s announcement with an impromptu address. 
Enthusiasm ran high at the dinner, and when this feature 
of the meeting was concluded many of the visitors attended 
the hearing conducted by_the constitutional committee, 
which lasted until after midnight. 
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Doctor Peck Presides at Final Sessions 


The final session of the convention opened at 10 o’clock 
Tuesday morning, March 18, with Doctor Peck in the chair. 
The report of the constitutional committee was adopted, 
and the following classifications of membership were an- 
nounced: 


1. National advertisers. 

2. Creators and producers of window display materia.l 

3. Window display service organizations and distributors. 

4. Publishers devoting space to the subject of window 
display. 

5. Organizations and individuals interested in window 
display advertising not classified above. 

The membership was divided into the following: 

A. Voting members. 

B. Associate members. 


All classes of membership shall be entitled to all privi- 
leges of the association, excepting associate members, who 
shall not be eligible to vote or hold office. 

Voting members shall constitute the designated execu- 
tives from firm memberships or individuals, and such mem- 
berships shall be held in the name of the individual. 

Associate membership shall consist of other executives, 
designated by firm members. 

Class A, or voting members, will pay annual dues of 
$25 per year, and Class B, or associate members, shall pay 
$15 per year dues. 

It was decided to hold the first annual convention and 


.exposition of the association in September, 1924, the con- 


sentus of opinion being that it should take place the last 
week of September. Chairman Peck appointed a conven- 
tion committee, to be announced later, and urged this com- 
mittee to seek invitations from cities desiring to entertain 
the gathering. Immediate invitations were given by visitors 
from Cleveland, Cincinnati, Chicago and New York to 
entertain the next gathering. An exposition of the window 
display products of national advertisers will be a feature 
of the first annual meeting. 


Research and Survey Commission is Appointed 


One of the most important committees announced by 
Chairman Peck was the Research and Survey Committee, 
which is instructed to conduct an exhaustive investigation 
and survey into the general subject of window display and 
make such recommendations as may be determined from the 
evidence secured to reduce the tremendous amount of waste 
in the window display advertising material sent to dealers 
by national advertisers. One striking instance of this waste 
was immediately laid before the committee by J. T. North- 
rop, advertising manager of the Smith-Winchester Co., 
Jackson, Mich., who said: 


“T received a window display, sent out by a large fur- 
nace manufacturer in Michigan, that undoubtedly cost at 
least $500. I wrote the manufacturer and told him I could 
not use it—that our firm did not handle their make of fur- 
naces. He wrote back to scrap it—that it had been im- 
printed with the name of our firm and it was impossible 
to return it. There was $500 lost in one swoop.” 

In addition to the waste of national window display ad- 
vertising, the research committee was instructed to inves- 
tigate other phases of window display, and to make an 
extended report at the first annual convention, with intro- 
ductory reports, from time to time, through the bulletins 
of the association. This committee consists of: 

Clyde P. Steen, of The DISPLAY WORLD, Cincinnati, 
chairman; R. C. Lee, of the Lee-Lash Studios, Mount 
Vernon, N. Y.; H. W. Schulze, of The Hickok Manufac- 



















64 

















Index to Advertisements 


AP RIL, 1924 Page 


Acme Drapery Company------~--~--- 42 



























































Adier-Jones. Co...2s.s5c.5-2c3eke Back Cover 
Art in Bronze Co = ve “ as. 

Art: Reprotection Gos. ceh oes am: . 46 
Artistic Wood Turning Works gir one 
NOE Hi, BONE. ainincennientveniihesicstoticitcieimiancicinihi minal 21 
Blick Co., Dick ees eM 54 
ne BOE Csctsicictcn gn ennignnistliiuniniabinninabias Front Cover 
nT TON Cin ical ie thier thie nt dna ale cated 17 
Bridgeport Pen Company. bial ‘abihioe 58 
ROR RUONS = ONS 6 MO ok a craic oa re ee Re a 31 
Bryan's -.... eae 49 
Camden Artcrafts Co a RE SP RENE 42 
Central Institute of Window Dressing-_- aoe! 37 
Chester Mechanical Advertising Co._-- 49 
EE TNT AIOE COLO. 29 
eg ER ee a Ee: 53 
Cooper Organization, C. Carroll_-- ie 45 


Curtis Lighting, Inc._-- 















































ee Dr In a Nin 53 
Detroit School of Lettering---_..-..-___________ 55 
Display Publishing Co_------____ iccaaieiedmakaceaeel 34, 40, 58, 59 
Dis-play-well Window Decorating Service---____-______ 45 
Display Service Distribution System aitno 
Doty & Scrimgeour Sales Co., Inc..........2....encocons 35 
Hastern’ Waitiow Display Go:...—.- 25. 45 
Peldman* Pinture 850s. Ls Assc cot oe ee es 32 
Fisher Display Service . ate — 
Fontame. Exposition Go. Att... 5-2. 27 
Penmiiel Tees TG Taisenccennonennmernsiaionyuitiaas 30 
General “Mietaismiths  inc..2. oe eh a 49 
General: Sales* Setwice’ Gos..c.-s202 4 coe esate 45 
exter. & Co,. 5; M.....--- it ibe rhe eet Ae 25 
EEL LOLS OLA AAA ENE, ETI FES 2 
TIGUIEH DIBDIBY (00-3 a a ce oe cancun 45 
peeetnel G0; ROG Fi kcccccnd disease 56 
EE ee Se OE Sea ee nee NE OME. PTE ge 53 
Mirinbicy BEGbS cies eee ee a Aciacdsciinhephicapuiciaalen tn aeae 57 
Deo Te STS 1 © eee nen ear ene Se 36 
DOE FASURRE:, TE esceincinccirnvicernniningenioctniapiimediih 45 
Kehnbar® Arterans. 2220-90. ee eee ee eee 39 
Mocsier Seonpel oi 56-3 35.n es cnta elk ee eeu 2 eet 35 
Iatumer @ Co.) Rebert Lice. weeeses acs edees Pee eer 42 
LADDEY “APIS DINW 6S. oh Tee Se oe ee 45 
lyons @eGoe,., taueh ano Meret ror 4 
Murdison Display Service-_.________----_ ee eee TE 39 
National Card, Mat & Board. Co......... ...._.......... 55 
Dinthomet Geweretiee: Clic ccciideeicidcendalbddea painted 34 
NE: TIS. Givgascis tblentlatsitctaididaliie timate 45 
INT, IO OU ia cceiisesnasicnsteliileniiniecciniin lcci cael ical 34 
Metschert, dnc., Prank... 38 
Neville’s School’ of Applied: Arts....----. 2-2. 2 3S 
Northern Mixture Gon ce ee 36 
Cee: TI Mi iiicinks tw csnidbdnieittigindtanieibe cam 3 
OCpeetuntty Tey. ncncicsncnscnbitin cnaiibodieaiiiel 27 
Ornamental Products Co...22.--26005-—4. POS: Senta ee ree. 39 
Paasche Air Brush Co te i See en ee eee ee ee 56 
Palmeéenberge’s Sons, inc., J R.---—-=--<<2e Inside Back Cover 
Papyrus. Co. 2... pes gi reac A cee face, eral ao i 41 
Pittsburgh Reflector & Illuminating Co.-..._.__-.._____ 23 
EE BM: cxsiracnainsianseprasiennstabaniiieainnrttncnibbaans nia tiara oa ai 
Rechmond’ Hosiery* Mills. 2-2. ee ee 19 
Ross-Gould. List etter Go... ss2-54. cu eee es 42 
Roth earl Wc e es aS ie had ts 41 
Schack. Astiieial Blower Coiencsenus. 2 dees leks 25 
RHIDICUEL AGRO. cps 0 ce ce a ee a ee eee oe 33 
ON Or TR icckcincnpmenetiincghimabsennsaaamaad 49 
Shenker’s Display Decorations, Jack---.---__----_----- 45 
TON TOD, siiciccnienieiishitinraetintitcinieeinee eels 45 
Smith, (Geo. A........ ere? = Sicteinces ke tiie 45 
Sunlight Reflector Co., Inc. AEC ATS tee 
Rawlor ROSEY ook ose Rk ee es 61 
Timberlake & Sons, J. B ss aie 
Universal Window Display Service of New England_--_- 45 
Watson “co. \A000;) Boon oe ee eee ee 57 
TE, BH, NINE FB itahicenccmvinntecdenmmintcnclins intenaannie 45 


Windowcraft Valance & Drapery Co.---- adnweinaud aaa 39 
Wold Air Brush Wiig: Cen. 32 ee 58 





THE DISPLAY WORLD 





turing Co., Rochester, N. Y.; H. A. Grace, of The West- 
inghouse Lamp Co., New York City; A. T. Fischer, of the 
International Displays Co., Cleveland; J. V. Horr, of the 
Manufacturers Display Service Corporation, Chicago; and 
F. E. Watts, of the Apex Electrical Manufacturing Co., 
Cleveland. 

Affiliation as a departmental of the Associated Adver- 
tising Clubs of the World was discussed, and it was decided 
to apply for such affiliation. C. T. Fairbanks, of Chicago, 
vice president of the association was appointed chairman 
of a committee to seek such recognition. Mr. Fairbanks 
is a member of the National Advertising Commission, and 
is in charge of a part of the exhibits at the National Adver- 
tising Exposition in London, in July. The association was 
granted permission to make an exhibit at this exposition, 
the first time such permission has been granted to an 
organization, not yet admitted as a departmental of the 
Associated Ad Clubs movement. The following telegram 
was read from the National Advertising Commission, 
signed by Charles F. Hatfield, secretary, at St. Louis: 


“Chairman Mackintosh, of the Admissions Committee, 
National Advertising Commission, has asked W. N. Bayless, 
of Tiffany Bayless Co., Keith Building, Cleveland, to rep- 
resent his committee at your meeting. Just have letter 
from Chairman McClure, suggesting that C. H. Hender- 
son, of the Union Trust Company and Harry Dwight Smith, 
of Fuller and Smith, all living in Cleveland, be invited 
to attend as unofficial observers to represent commission. 
Please get in touch with them immediately and communi- 
cate request of Chairman McClure and myself. Regret it 
impossible to be with you myself. Best wishes for a suc- 
cessful meeting.” 

Other members of the committee to make application 
for affiliation, besides Mr. Fairbanks, are: A. T. Fischer 
and Edwin L. Andrew. 

A special resolution established the national head- 
quarters of the organization at 1209 Sycamore Street, Cin- 
cinnati, Ohio, in the offices of the secretary. 


Summary of Activities of New Association 


In summarizing the program of activities, at the close 
of the successful convention, Chairman Peck set these 
forward as the prime objects: 

Secure a wide publicity through trade papers of all 
kinds, reaching dealers, arousing a deeper interest in the 
value of sales promotion through window and counter 
display. 

A speakers’ bereau for the purpose of furnishing able 
speakers on the subject of window display for meetings 
and conventions of dealers, and other organizations inter- 
ested in the subject. 

A survey commission to look into the present methods 
of distribution of window display material for the purpose 
of devising the best method toward the end of reducing 
the cost and high percentage of waste in window display 
material, generally. 

Development of a clearing house of information on the 
subject of window display for the purpose of attracting 
the best minds in this form of publicity and looking toward 
continual improvement in raising the standards of practice. 

Affiliation with the Associated Advertising Clubs of 
the World to establish window display advertising as a 
definite advertising medium and an integral part of an 
advertising campaign. 

The development of a national convention and exposition 
for the purpose of bringing together the best accomplish- 
ments of the year in window display advertising so that 
national advertisers and their representatives may con- 
tact every available new idea and source of supply. 
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is widely demoniStrated in these life-like wax figures 


* Aloaahey 


HE illustration above cannot indicate the range 

of type, posture and adaptability of our wax 
figures. From cooing infants, through childhood 
to bobbed hair adolescence, adult maturity and dig- 
nified old age. Every phase of human existence 
is represented in both male and female figures. 
Each type molded from the living model, sculp- 
tured, tinted and hand painted by rtis:s. 
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PHONE OREXEL 6626 


BERG'S BOOTERY 


SHOES OF BETTER QUALITY 
FOR THE FAMILY 


751 East Forty-SeventH STREer 


CuHicaco Icu. March 5, 1924, 


The Afler-Jones Co., % 
Chicago, Ill. i 


Gentlemen: 


Before using your decoratives business was none too good. 
Immediately after my first display, beautified with Adler-Jones 
flowers, ,business began picking up. 

I am now convinced that a display without flowers is an ex- 
pense instead of an economy. Every display I put in the windows 
has some touch of flowers in it. 

I want te especially thank you for the prompt service you 
gave me on my spring order. 


Very truly yours, 
BERG'S BOOTERY. 
by 
P. S. Enolosed find photo of my spring window. 
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THE ADLER- JONES CO. 
649 South Wells Street, — - - CHICAGO 
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